oo: 


Es . ro ar ar 


FECHNOLOGY DEPT 
CHICAGO 


PUBLISHED 
WEEKLY at 100 
E. OHIO ST. 
DEL. 1337 


\dvertisi 


Ng 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Entered as second-class matter Jan. 9, 1932 at the postoffice at Chicago, IUl., under the act of March 3, 1879. 


NEW YORK 


330 WEST 
FORTY- 
SECOND ST. 
BR. 9-6432 


Vol. 10, No. 18 


May 1, 1939 


10 Cents a Copy, $2 a Year 


Rough Proofs 


A Cheyenne advertiser offered 
“Liquor for Easter,” which some 
correspondents thought amusing. 
But if Easter millinery is appropri- 
ate for merchandising activity, why 
not the interior decorations? 


. F 


Horses’ hoofbeats, thunder, etc., 
can be reproduced with the aid of 
the new RCA sound effects kit for 
youngsters. Looks as if the Lone 
Ranger is going to have a lot of 
company. 

v,vy 


Oklahoma celebrated the fiftieth 
anniversary of the opening of the 
territory April 22, and the only ce- 
lebrity missing was Richard Dix of 
“Cimarron” fame. 


oe 


Every ad not run, says Parker 
Pen, costs the jobs of ten people in 
the factory. And still space. buyers 
find the courage to send out those 
cancellations. 

a ae 


Advertisers frequently talk about 
cold cash, but the people they’re 
really interested in are those whose 
money is so hot it burns a hole in 
their pockets. 

a 


The FTC has begun looking ask- 
ance at some of the industrial ad- 
vertisements, but has indicated that 
running the wrong kind of copy for 
capital goods won’t be made a capi- 
tal offense. 

, VV 


“Distributors,” insists Judson 
Sayre, “are either good or lousy.” 

And, to hear some of the sales 
managers talk, some of them are 
good and lousy. 


, 7. = 


Those Walt Disney characters cer- 
tainly brighten up the Standard Oil 
of California copy, but they’re tak- 
ing an awful chance when they let 
that fellow Donald Duck get mixed 
up in their business. 


7, ¥ 


Hormel salesmen amuse the gro- 
cers with recorded reproductions of 
the Spam radio program. If the 
manufacturers continue to think up 
good stunts like this one, the deal- 
ers will be much too busy to worry 
about the customers. 


s Vv 


Crosley’s new car, with a six-foot 
wheel base, indicates that the new 
ong of the road isn’t “Give me a 
horse I can ride,” but “Build me a 
car I can park.” 


7, V ¥ 


The Wisconsin Agricultural Au- 
thority suggests, in advertising, that 
you pep up this spring with sauer- 
kraut. Worried Giant fans are ex- 
pected to order it by the carload. 


7, Vv 


How to handle the commercials 
1 baseball broadcasts bothers the 
sponsors. One thing they should 
‘ist on is that the product plug not 
Se inserted following the inning in 
hich the home pitcher is sent to 
e showers. 
v,vry 


Automobile dealers admit that 
‘ney lose their shirts on used-car 

ide-ins. They aren’t half as good 
‘alesmen as the David Harums with 
‘ncient jalopies to swap. 


t. 


Copy Cus. 


A prairie trio (left to right): W. A. Bailey, The Kansan, Kansas City; Frank D. Throop, Lincoln Star; and H. S. Blake, 
Gamer Publications. R. Eaton Fedou, Elgin Courier-News, and A. W. Shipton, Springfield (Ill.) State Journal. Julius Ochs 


Adler, general manager, New York Times, put his name down as being among those present. 


East and west mix at the 


registration desk: Marvin Chandler, Los Angeles Times; Edwin S. Friendly, New York Sun; H. C. Bernsten, Pacific Coast 
Division, Bureau of Advertising; and Col. Frank Knox, Chicago Daily News. 


E. P. Adler, Davenport Times (left), one of the charter ANPA members, tells Elisha Hanson, ANPA general counsel, 
about the good old days. J. H. Butler, Houston Chronicle, greets his boss, Jesse Jones, publisher of the paper and chair- 


man of the Reconstruction Finance Co 


rporation. 


E. B. Stahiman, Nashville Banner, brother of the retiring ANPA pres- 


ident, hears James E. Chappell, Birmingham News and Age Herald give some views on the early sessions. The quartet 
resort of L. K. Nicholson, New Orleans Times-Picayune, J. F. Fitzpatrick, Salt Lake City Tribune; Alfred G. Hill, Fremont 
(Nebr.) Morning Guide; and M. H. Aylesworth, New York World-Telegram. 


Testing Ends; 
Teel Shoots af 
National Market 


Extensive Schedule Set 
for Newspapers, Radio, 
Magazines 


Cincinnati, April 27.—After two 
years of research and six months 
of testing, Procter & Gamble Com- 
pany’s new liquid dentifrice, Teel, 
will invade the $40,000,000 national 
market next week with a smashing 
campaign in newspapers, radio and 
magazines. These media will be 
assisted by the extensive sampling 
which has proven its value in pre- 
liminary operations in Chicago, Mil- 
waukee, Madison, Rockford and 
Peoria. In Chicago, where about 
200 brands of tooth paste and pow- 
ders vie for patronage, Teel is said 
to have climbed into fourth place 
in popular favor. 

While P&G officers regard the 
marketing job for Teel as one of 
the most efficient in the history of 
advertising, they express the opinion 
that its intrinsic merit would event- 
ually carry it to success without 
promotion. Teel is said to embody 
a patented new cleansing agent, the 
same one, incidentally, which is 

(Continued on Page 8) 
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New ABP Code 
Cracks Down on 
Rate, Cupy Abuses 


Hot Springs, Va., April 28.—The 
Associated Business Papers, Inc., 
holding its annual convention here, 
at its opening session yesterday 
unanimously adopted a new code of 
ethics and standards of practice 
which elaborates on the code ob- 
served by the association for many 
years. 

The standards, developed over a 
year’s period by a committee headed 
by Charles E. Price, Keeney Pub- 
lishing Company, provide, in brief, 
for the treatment of news material 
solely on its merits to the reader; no 
rate or position discriminations be- 
tween advertisers; prohibition of 
advertising copy which disparages 
a competitor or an industry, or is 
untruthful or inaccurate; prohibi- 
tion of advertising or selling meth- 
ods “which are unfair to other pub- 
lications and advertising media;”’ 
and availability of detailed circula- 
tion information for advertisers. 

To insure rigid adherence by all 
members to these standards, the as- 
sociation revised its constitution to 
provide for a member relations 
committee to investigate complaints. 


Newspaper Leaders 
Tell of Need for 
Aggressive Action 


Promotion Men Study 
Opportunity for Resell- 
ing Medium 


New York, April 27.—Discussions 
of the internal problems of news- 
paper promotion departments and 
messages from prominent news- 
paper executives who stressed the 
need for reselling the public on the 
vital role of the newspaper in 
everyday life occupied the attention 
of the National Newspaper Promo- 
tion Association here this week at 
its annual convention. 

The promotion men heard Mrs. 
Ogden Reid, vice-president, New 
York Herald Tribune, compare 
newspapers with the proverbial 
“shoemaker’s children” for their 
failure to advertise and promote 
their own story as extensively and 
effectively as they urged other ad- 
vertisers to do, while Kenneth Col- 


(Continued on Page 26) 


Grand account. 
that the verdict be set aside. 
ING AGE, April 10. 


liquid 


plans for the future. 


Awarded $56,000 in Advertising “Idea” Suit 


New York, April 28.—A jury in U. S. District Court today awarded 
Leora Sollows $56,420.80 in her $100,000 suit against McCann-Erickson, 
Inc., in which she charged her idea was responsible for the agency’s ap- 
pointment by Axton-Fisher Tobacco Company to handle the Twenty 

Arguments will be heard Tuesday on the agency’s plea 
Details of the suit appeared in ApverTis- 


BBDO Gets Frizz, New Ice Cream Mix Account 


Chicago, April 28.—Ice Cream Products, Inc., maker of Frizz, a 
ice cream mix distributed through dairy companies, 
appointed Batten, Barton, Durstine & Osborn as its agency, effective 
immediately. Copy is scheduled to appear shortly in Chicago and Mil- 
waukee newspapers, with a promotion expansion planned later. 


Boyd Resigns as Western Manager for Curtis 


Chicago, April 28.—William R. Boyd resigned as Western manager 
for Curtis Publishing Company today and opened offices at 333 N. Mich- 
igan avenue with the statement that he would shortly announce his 
He assumed the post in 1928. 


today 


ANPA Convention 
Emphasizes Need for 
Alert Promotion 


ANPA WEEK ROUNDUP 


Stresses Research as Vital 


Front for Newspapers.. .. .Page 25 
Thomson Asks More Factual 

.. eee ra. a 
Newspaper Selling Lags, Says 

Benneyan .... ee " 26 
Peck Calls for Improved Mer- 

ELS a | 
Mrs. Reid Emphasizes Promo- 

tion Need paths ca ee 
Collins Cites Inferiority Com- 

plex .. " 26 


Agency Head Hits “Compla- 


cency" in Selling pyc 3 ee 
Williams Succeeds Palmer. . wae 
Relations With Radio Analyzed “ 28 


New York, April 27.—Boasting 
the largest attendance in 20 years, 
the 53rd annual convention of the 
American Newspaper Publishers 
Association 
came to an end 
here today after 
one of the short- 
est meetings 
in the organiza- 
tion’s history. 
Almost 700 
newspaper 
leaders attended 
the convention 
for a discussion 
of mutual prob- 
lems, a preview 
of the World's 
Fair, and a 
demonstrati o n 
of television. Annual meetings of 
the Associated Press and National 
Newspaper Promotion Association 
were other features of journalism’s 
biggest week of the year. 

Highlights of the ANPA meeting 
included increased emphasis on the 
necessity of improved promotion to 
brighten the national linage pic- 
ture, a complete change of per- 
sonnel among administrative officers 
of the association, and a prevailing 
sentiment of optimism both as to 
the future of newspapers and the 
outlook for the nation at large. 


Linage Problem Stands Out 


The determined attitude of the 
publishers toward the problem of 
increasing revenue was reflected 
throughout the meeting. Competi- 
tion offered by magazines and radio 
was discussed fully, and talks by 
Atherton W. Hobler, president of 
Benton & Bowles, and Harold H. 

(Continued on Page 27) 


J.S. McCarrens, 
New ANPA President 


-|Whee-ee-ee-ee! 


70th Century A. D., 


a la Bristol-Myers 


New York, April 27.—Beefsteak 
in capsules, golf in the comfort 
of bed and education by hypodermic 
injection will be among the possible 
wonders of the future to be drama- 
tized by Bristol-Myers Company as 
a part of its World’s Fair exhibit. 

Outdoing both Buck Rogers and 
Grover Whalen in one fell swoop, 
Bristol-Myers has devised a fantas- 
tically humorous preview of “The 
World of Day After Tomorrow,” 
consisting of a picture of civiliza- 
tion as it might be in 6939 A. D. 

With script by Fred Allen, who 
broadcasts weekly for the company, 
and designs by Donald Deskey, the 
presentation does more than amuse 
by including seven Bristol-Myers 

(Continued on Page 28) 
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ADVERTISING AGE 


Expect 1,000,000 
at Opening 
of New York Fair 


Early Arrivals Will See 
Exhibits 90 Per Cent 
Complete 


New York, April 28.—About 1,- 
000,000 spectators are expected to 
breath a sigh of seismographic pro- 
portions here Sunday when the 
gates of the New York World’s Fair, 
this city’s rival to the San Francisco 
attraction, are formally opened for 
the first time. 

The fair represents a total in- 
vestment of $160,000,000, of which 
commercial exxhibitors have spent 
$35,000,000 for a variety of free 
shows that will be combined with 
attractions set up for pleasure alone 
to make this “the greatest show on 
earth.” 

Opening day visitors will see a 
project uncompleted as yet, but an 
estimated 90 per cent of the area 
devoted to commercial exhibits has 
been finished. The foreign nations’ 


Froduction? Vere can 


May 1, 1939 


LEAVES KELLOGG 


E. J. Huber, assistant advertising man- 
ager of the Kellogg Company, Battle 


Creek, Mich., has resigned to join 
Hutchinson Advertising Company, Min- 
neapolis, in an executive capacity. He 
will take up his new agency duties May 
15, devoting his time to the Pillsbury 
flour account. 


exhibits are nearly all completed, 
while the amusement sector is bet- 


* (nd, of course, 
ll AJ 7 can be 


bought in combi 


nation with 
Il NANX and 
KSO or KRNI 
at an exception 
ally low rate. 


It's very doubtful if such a conversation would ever occur in a broad- 


ter than half finished. It is believed 
that the entire exposition will be 
ready by June, when the main in- 
flux of sight-seers is expected. 


Color to Dominate 


Whereas similar ventures of this 
type have been notable for novel 
inventions or the marvels of elec- 
tricity, New York’s show is “a fair 
of color.” Varied hues appear both 
inside and outside of exhibit build- 
ings, and numerous striking new 
uses of color are featured. 

This dominant tone of color is 
heightened by the use of the most 
advanced lighting methods yet in- 
vented. The network of colored 
lights was tested this week, and im- 
pressed those witnessing the pre- 
view. 

Commercial exhibits, housed in 
over 60 buildings, take every con- 
ceivable form, ranging from a min- 
iature city of 500,000 inhabitants 
which is part of the show staged by 
General Motors Corporation, to 
sponsorship by Life Savers Corpo- 
ration of the parachute-jumping 
concession. 


Carrier Has An Igloo 


Carrier Corporation will promote 
its air conditioning equipment with 
an igloo, which was formally dedi- 
cated this week when the thermom- 
eter was in the neighborhood of 90 


WMT. 


cast of Toby's Corntussel News over WMT, (of which the above is 
an actual photograph). But, the conversation we've handed to Toby 
Tolliver and Susie Sharp, editor and star reporter, respectively, of 
this mythical newspaper in mythical "Corntussel, U. S. A.," is the 
real McCoy. Corntussel News is a WMT production, fed to four 


other stations. 


Loyal following? Yes. 


11,938 WMT listeners recently asked for a 


printed copy of the Corntussel News—a thing of absolutely no 


intrinsic value. 
for copies. 


Thousands more listeners to the other stations asked 


That mail pull speaks loads. But read this excerpt from a letter from 


the agency: 


"| feel that you would be interested to know that we are highly 
pleased with the manner in which the staff of your station and Mr. 
and Mrs. Neil Schaffner (Toby and Susie) are handling the production 


of Toby's Corntussel News. 


Because you are feeding this to four 


other stations daily, WMT carries the entire burden of responsibility 
in the matter of program production. 


"It goes without saying that both our client and ourselves are appre- 
ciative of the fine cooperation you are giving us in originating this 


broadcast.” 


Corntussel News is just one of the popular programs produced by 
WMT. Such production facilities help to give WMT its intensely 
loyal audience among the 747,569 radio homes in Eastern lowa, 
Western Illinois and Southwestern Wisconsin. 


WMT is economical, too. 


Some |5 minute rates figure as low as 
3 cents per thousand radio families. 


You want more information? Drop us a line or call your nearest 
Katz Agency Office. 


Cedar Rapids-Waterloo + 600 Kilocycles 
NBC Blue-MBS + 5000 Watts L.S. * 1000 Watts Night 
Represented by THE KATZ AGENCY 


69,000 Square Miles of the RICHEST PART of the MIDWEST 


JAPANESE APPEAL 


: a eS 


This poster was recently awarded first 
prize in a contest sponsored by the 
Japanese Finance Ministry to encourage 
the public to purchase baby bonds. The 
big letters under the four heads read: 
"China Incident National Bonds."’ About 
2,500 entries were received in the contest. 


degrees. At least three commer- 
cial exhibitors have established 
farms on the fair grounds, includ- 
ing Borden Company with its dairy 
farm and a herd of 200 cows; Fire- 
stone Tire and Rubber Company 
with a farm to demonstrate the use 
of pneumatic tires for agricultural 
equipment, and Continental Baking 
Company with a wheat farm of 10,- 
000 square feet. 

National Cash Register Company 
has erected a giant “till” atop its 
building, which will ring up the 
fair attendance figures. Standard 
Brands has a show which includes 
a trip to the moon, and Ford Motor 
Company will offer visitors free 
auto rides. 

Among the most interesting com- 
mercial exhibits will be the public 
unveiling of television by RCA 
Manufacturing Company and the 
National Broadcasting Company, 
and the beginning of regular daily 
television broadcasts. 


Macy Makes a Bid 
for Business from 
Visitors to Fair 


New York, April 27.—Seeking to 
gain the patronage of World’s Fair 
visitors, R. H. Macy & Co. will de- 
vote two pages in the May 1 issue 
of Life to telling its story to a na- 
tional audience. Copy is the same 
as will be used later this week in 
the special fair edition of a local 
newspaper. 

While Macy’s has advertised in 
magazines before, the spread in 
Life constitutes its most serious at- 
tempt to lure tourists to the store. 
Previous magazine copy, also insti- 
tutional in character, has been de- 
voted largely to explaining the 
store’s policy in regard to fair trade. 

Paul Hollister, sales promotion 
manager, said that no decision has 
been reached as yet as to whether 
Macy’s will continue magazine ad- 
vertising for the duration of the 
fair. It is expected that Macy’s will 
await results of the Life insertion 
before scheduling similar copy for 
later in the summer. 


Drive for R&H Beer 


Rubsam & Horrman Brewing 
Company, Stapleton, N. Y., has 
launched a campaign for R & H 
beer and ale in newspapers in New 
York and its suburbs. Copy is of 
the poster type, emphasizing lager 
beer and featuring a picture of the 
brewery tower clock. Business pa- 
pers, outdoor posters and car cards 
will also be used. Samuel C. Croot 
Company, New York, is in charge. 


McConville in New Post 


Joseph J. McConville, formerly 
with Robert St. Clair Company, 
New York, has joined Brown & 
Thomas Advertising Corporation, 
New York, as account executive. 


Jones Agency Moves 

Ralph H. Jones Company, Adver- 
tising, has moved its New York 
office to 580 Fifth avenue. 


Departmentals to 
Feature Meeting 


of Affiliation 


Cleveland, April 27.—Details of 
the departmental meetings, an inno- 
vation in conventions of the Adver- 
tising Affiliation, were announced 
here today as advance registrations 
indicated attendance of 600 at the 
annual meeting at the Hotel Statler 
May 5-6. 

Stanley A. Knisely, director of 
advertising, Republic Steel Cor- 
poration, and president of National 
Industrial Advertisers Association, 
will preside at the industrial de- 
partmental, which, like the others, 
will be staged Saturday morning. 

The retail departmental will have 
as its chairman Barclay W. Newell, 
William Taylor Son & Co., Cleve- 
land. Already scheduled as speak- 
ers for this meeting are Andrew 
Connelly, Joseph Horne Company, 
“Analysis of Merchandising and 
Publicity”; Charles H. Dicken, Wil- 
liam Taylor Son & So., “Analysis 
from the Viewpoint of the Market”; 
H. W. Hailey, research director, 
Scripps - Howard Newspapers, 
“Analysis from the Standpoint of 
the Market,” and Edwin H. Stuart, 
president of the Pittsburgh com- 
pany of that name, “Analysis from 
the Standpoint of the Man on the 
Street.” 

Dale Wylie, sales promotion man- 
ager, Iron Fireman Mfg. Company, 
will serve as chairman of the direct 
mail departmental, to be headlined 
by Frank L. Egner, mail order de- 
partment, McGraw-Hill Book Com- 
pany, New York, “Practical Pointers 
on Direct Mail.” 

Louis Blake Duff, Welland, Ont., 
will provide the oratory at the an- 
nual dinner Saturday night. This 
will also be enlivened by the third 
act of the Cleveland City Club’s 
Gridiron Show, “Sauce for the 
Goose Step, or Debt Takes a Holi- 
day.” 


“Herald Tribune” 
Names Chamberlain 


Warren F. Chamberlain, formerly 
with Harper’s Bazaar, Mademoiselle, 
The New Yorker and Vogue, has 
been appointed general manager of 
the New York Herald Tribune Re- 
tail Merchandising Service. 

The service is distributed to 
newspapers throughout the country 
for use by local department stores. 
It reports timely fashion trends in 
fabrics, apparel and _ accessories. 
About 35 newspapers in as many 
cities subscribe to the service. 


Bendix Adds Jones 


W. C. Jones, formerly with Gen- 
eral Electric Company, has been ap- 
pointed assistant advertising and 
sales promotion manager of Bendix 
Home Appliances, South Bend, Ind. 


Discuss Sales Problems 


Sales and distribution problems 
will be discussed at the annual 
meeting of the National Federation 
of Sales Executives to be held June 
5-7 in Philadelphia. 


KAUFMANN & FABRY CO 
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Spoon song 


W. PUT ON a spoon sale last year—just to 
please our circulation department. 

It seems that some other papers were selling 
spoons, and their circulation men used to brag 
to our circulation men about how many spoons 
they were selling. Our boys felt pretty low, with 
no spoon sales to brag about. ‘And we could 
beat the pants off them bums,” is the way they 
put it. 

They also advanced the usual alibi that the 
spoons would get more circulation. (We should 
get more circulation—with the kind of rates 
we have!) 

Anyway, we got up a coupon, and several 
gross of quality spoons, and let the boys have 
their fun. The offer was a World’s Fair spoon for 
24¢ and 5 coupons from 5 consecutive issues. 


...8old over a million spoons! 


Well, nothing much happened to the 
circulation. But the next thing we heard, the 
paper had sold 1,033,041 spoons—all apparently 
to Journal-American readers. 

And at 24¢ a spoon, the circulation department 
had paid all expenses, and broken even—which 
is more of a record for a circulation department 
than selling a million spoons! 

So we felt pretty good about it. 

And felt better when we learned that one of 
the top-rated Sunday night radio programs sold 
only two million spoons—to a national audience 


many times the size of the Journal-American’s 
600,000 copies! Some sale! 


...and sized up a market! 


Nobody needed one or more of these World’s 
Fair spoons. But a lot of Journal-American 
readers are interested in the World’s Fair, and 
wanted a souvenir well enough to pass out more 
than $300,000 in cash, stamps, and carfare. 

When a market has $300,000 to spend for a 
souvenir, figure out what it spends for needs 
and major wants! 

Six hundred thousand families represents 
one-quarter of the New York market—earning 
and spending billions of dollars a year. If you 
aren't selling these families as much as you 
might be, perhaps you haven’t asked them to 
buy anything lately? 

The 600,000 home-going circulation of the 
Journal-American carries an awful lot of asking 
—when your advertisement is inside! And it 
gets a powerful lot of action from this powerful 
package of market! 

The big package carries a powerful price 
discount, too. It’s only $1.00 a line for more 
than 600,000 daily; $1.25 a line for more than 
1,000,000 Sunday—rates that put a lot more 
plus-power in your New York selling dollar! 

Spend your money in this medium—and 
watch this market spend big money for you! 
Investigate, now! 


VEW YORK Journal-American 


Represented nationally by: RODNEY E. BOONE ORGANIZATION, with offices in 
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U.S. Bureau to 
Issue Handbook on 
Consumer Market 


Washington, April 27.—More than 
80 important analyses of consumer 
market statistics will be included in 
the new edition of the Consumers’ 
Market Data Handbook, scheduled 
for release within 10 days by the 
Bureau of Foreign and Domestic 
Commerce. The last edition ap- 
peared in 1936. 

These statistics will be broken 
down for the 3,000 counties in the 
country and for cities and towns of 
a population exceeding 2,500. Fig- 
ures will fall under five major di- 
visions: population and develop- 
ment; volume and type of business 
and industries; employment and 
payrolls; retail distribution by 
kinds of business, and related indi- 
cators of consumer purchasing 
power. 

This latter division will include a 
breakdown of individual income tax 
returns for five major income 
groups, based on 1934 internal reve- 
nue returns, passenger auto regis- 
trations for 1936, figures of family 


radio ownership for 1938, and cir- 
culation of 12 national magazines 
for 1937. 


Industrial Data, Too 


Also to be issued by the Bureau 
will be one of the most complete 
correlations of industrial data ever 
assembled by a government agency, 
the Industrial Market Data Hand- 
book. 

This volume, to be issued July 1, 
will contain more than 1,000 pages 
of vital statistics on industrial pro- 
duction, employment and payrolls, 
value of commodities produced, 
materials and fuel costs. All of 
these figures will be broken down 
in separate listings of 280 ma- 
jor industries by counties and also 
for those industries on a national 
scale. 

The latter feature will be in the 
form of tables taking up 580 pages 
of the handbook, enabling the easy 
location of any branch of the 280 
industries. Individual treatment 
will be accorded 169,111 plants. 

This is the first year in which in- 
dustrial statistics have been segre- 
gated from consumer market data 
and this handbook is expected to be 
of considerable value to agencies 
and national advertisers as well as 
to industrial marketing executives. 
It will be priced at $3 or $4 per 
copy. Wilford L. White, chief of the 


marketing research division of the | 
Bureau, said that it is the depart- | 
ment’s intention to revise the hand- | 
books as often as new and impor- 
tant government statistics become | 
available. | 


New York, has | 


T. B. Hilton Forms Firm 
Hillklad, Inc., 


| been organized to distribute adver- 


tising material among visitors to 
the New York World’s Fair. The 
company has an exclusive franchise 
from one of the housing bureaus re- 
cently formed to accommodate visi- 
tors unable to find lodging in hotels 
or rooming houses. T. B. Hilton, 
formerly with the Barron G. Col- 
lier organization, is president, and 
Hazel H. Adler, formerly president 
of Taylor Color System, New York, 
is secretary. 


Kirschbaum Joins Price 

Hy Kirschbaum, formerly art di- 
rector of Mackay-Spaulding Com- 
pany, New York, has been ap- 
pointed New York manager of Price 
Brothers, displays and advertising 
signs. 


Now Lamar Advertising 


Baton Rouge Advertising Com- 
pany, Baton Rouge, La., has changed 
its name to Lamar Advertising 
Company. Managernent and poli- 
cies remain the same. 


The American family—is a phrase that 
connotes the backbone of a great nation, 
for the average American family is the 
greatest purchasing agent the world has 


ever known. 


The American father aspires to a home, 
a family car, insurance, investments—se- 
curity. Mother wants her electrical con- 
veniences of modern housekeeping, her 
**erade A’’ market products, smart clothes, 
and minor luxuries. Children require edu- 
cation, food, clothing, and an opportunity 


for recreational enjoyment. 


One of the great trading areas for the 
American family is the Mid-South terri- 
tory, covered by the South's greatest news- 
paper-—The Commercial Appeal—a news- 
paper designed especially for the entire 


family. 


It has been a partner in progress 


years ago. 
counties in 


with the family, as well as with industry 
and commerce, since its beginning 100 


Its influence extends over 68 
four states—Arkansas, Missis- 


sippi, Tennessee, and Missouri. 


Yes, Mr. 


The father of this American family in 
the Mid-South territory obtains his in- 
come from various activities. He is farmer, 
merchant, manufacturer, distributor. He 
operates his business in the 17th market in 
the United States, and trades with a pop- 
ulation larger than that in any one of 27 
other states. 


and Mrs. Average American 


Family are a great purchasing power, and 
The Commercial Appeal is the distinctive 
family newspaper which can carry YOUR 
product into their homes. 


Besides, it is 


the only medium in this great market 
which really gives 


2-way SELLING ACTION 


1 The Commercial Appeal sells the con- 


The Commercial Appeal sells the dealer 
# sumer by its established reader interest. 


a by its vast trade paper influence. 


THE COMMERCIAL APPEAL 


A SCRIPPS-HOWARD NEWSPAPER ®@ National Representative—THE BRANHAM CO, 
“More Than A Newspaper—An Institution” 
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Rochester, N. Y., 


New Play Reveals 
the Woes of an 
Agency Man’s Wife 


Chicago, April 27.—Marital infi- 
delity in the home of a high 
powered agency executive whose 
life is wrapped up in the compli- 
cated business of holding onto the 
million dollar Baby Malto account, 
can assume a form far different, 
though no less formidable than the 
commonly accepted meaning. 

The result was unfolded here this 
week in “Skylark,” a new play by 
Samson Raphaelson, starring Ger- 
trude Lawrence with Donald Cook, 
Lee Patrick and Glenn Anders. It’s 
a pleasing comedy which gives Miss 
Lawrence a role calculated to evoke 
plenty of sympathy from the real- 
life wives in advertising who have 
lost or are losing their husbands 
to the most seductive of all mis- 
tresses—business. 

This husband, competently per- 
sonified by Donald Cook, has little 
on his mind besides the million dol- 
lar Baby Malto account. In fact, 
he spends most of the time during 
a tenth wedding anniversary party 
going over campaign plans with the 
client and the client’s wife, the lat- 
ter a shrewish, ex-chorus girl well 
handled by Lee Patrick. It is she. 
not her husband, who puts the final 
okay on each piece of copy. 

It’s Wife vs. Account 

It is her “house guest,” 
lawyer inebriate, 
Anders, 
first act 


a poet- 
played by Glenn 
who discovers before the 
is well under way that 
Lydia Kenyon, the agency man’s 
wife, has plenty of charm that 
escapes adequate attention from her 
too-occupied husband. When the 
client’s wife finds out what is going 
on—even though Lydia isn’t suc- 
cumbing to Mr. Anders’ poetic 
flights of fancy—she makes that 
adage, “Hell hath no fury,” seem 
mild indeed. 

She threatens Lydia and Lydia’s 
husband with the biggest potential 
catastrophe in the latter’s existence, 
cancellation of the Baby Malto ac- 
count. Miss Lawrence goes through 
a neat bit of heroics to avoid this 
tragedy and then suavely tells 
friend husband that she’s suing him 
for divorce. 

She eventually changes her mind. 
Why she does makes the next two 
acts worthwhile entertainment. 


RELIEVES HEAT AND 
RELIEF from bot sultry days 


that sap your energy... 
from stifling sleepless nights 
that give you no rest! 
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Philco Radio & Television Corporation is using full-page magazine copy to 
dramatize the hot-weather advantages of the York Cool-Wave air conditioner 
now being sold by Philco on a $15 down basis. 
is the Philco cal 


Now for inditidual Rooms ornare 6. 


HUMIDITY, TOO 


PHILCO” Brings THE COOL 


COMFORT OF AIR CONDITIONING 
TO YOUR HOME AND OFFICE... 
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YORK COOL- WAVE 


AIR CONDITIONER 


INVESTIGATE NOW! ° 


FREE BOOK! Mail This Coupes 


PHLCO BADW & THLE WISNION CORPORATION One 104 
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Hutchins Advertising Company, 


Now ABP Code 
Cracks Down on 
Rate, Copy Abuses 


(Continued from Page 1) 

Mason’ Britton, McGraw - Hill 
Publishing Company, was elevated 
from vice-president to president of 
the association. Roy Wright, Sim- 
mons - Boardman Publishing Cor- 
poration, was named vice-president, 
and W. J. Rooke, W. R. C. Smith 
Publishing Company, was elected 
treasurer. New directors named 
were Mr. Price and Edgar A. 
Becker, Industrial Press. 

An innovation at the convention 
was an off-the-record session yes- 
terday at which industrial advertis- 
ers, agencies, and general advertis- 
ers discussed advertiser - publisher 
relations. Speakers were Stanley 
Knisely, Republic Steel Company 
advertising manager and president 
of National Industrial Advertisers 
Association; George McMillan, ex- 
ecutive secretary, Association of 
National Advertisers; and Allen 
Billingsley, president, Fuller & 
Smith & Ross. Howard Ehrlich, 
executive vice-president, McGraw- 
Hill Publishing Company, summed 
up the discussion. 


ATTENTION VALUE 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement.) 
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So Daniel Starch 


went calling 
on ELKS' 


and found... 


40% have incomes over $3,000 The national average indicates that only about 33% 


73% have incomes over $2,000 of non-relief families have incomes over $2,000 


85% Own Cars (84% of these were purchased new) 


51% own their own business 


60% own their own homes The national average is 46.8% 


_ Thoroughly Read by its _ 


Owners 


*The New Starch Survey of the ELKS Magazine Reveals 
an Important “New” Market 


Higher Incomes than reached by most 
“high income” magazines, 28% more Men 
readers than other representative magazines 
measured, $2.14 per 1,000—$1,050 


We knew our half million readers repre- 
sented better-than-average buying power, 
because membership in the Elks Order costs 
money to maintain. In addition to nearly 
10 million dollars spent annually for Lodge 
dues, Elks spend more than 21 million a 
car at their Lodges alone for food and drink. 

But it took a thorough going-over by 
the Daniel Starch Organization to show us 
what a really important market The Elks 
Magazine reaches. Important in dollars- 


and-cents evidence of money to spend. 
Important because of its high showing 
in comparison with the other commonly 
used “yardstick” magazines. 

In short, we've now got the facts and 
figures to prove that here is one of the 
most important MEN markets in America, 
at one of the lowest magazine rates avail- 
able. It’s a market that can add a tidy plus 
to the sales of your product. It’s worth 
looking into the next time one of us calls. 


per page. 


The Economical-PLUS Market - 
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Monopoly Probers 
Plan Scrutiny of 


Consumer Products 


TNEC Plans to Resume 
Milk Industry Hearings 
on Monday 


Washington, D. C., April 27.— 
The so-called monopoly committee 
will shortly go into the question of 
distribution, sale, and price of con- 
sumer commodities, it was disclosed 
this week when Chairman O’Ma- 
honey outlined a tentative schedule 
for hearings before the committee 
for the next three months. 

The consumer study will be pre- 
sented by Donald E. Montgomery, 
consumers’ counsel for the Agricul- 
tural Adjustment Administration 


who has been gathering data for 
years and preparing for this par- 
ticular study for months. Mont- 
gomery has been active in an attack 
on bread prices and has made 
studies showing price structures of 
many agricultural commodities in 
the form they finally reach the con- 
sumer. 

Senator O’Mahoney said the 
Montgomery study will differ from 
previous investigation by commit- 
tees and administrative agencies in 
that the latter have related to prices 
received by the producer. The 
forthcoming presentation will be 
presented strictly from the view- 
point of the consumer, covering pri- 


marily current distribution and 
price trends. 
Eye Milk Industry 
The Temporary National Eco- 


nomic Committee, which has been 
in recess for nearly a month, will 
resume hearings Monday. A two 
or three day session then will be 
devoted to further testimony on 
the milk industry. At the last series 


of hearings before the committee in 
March, the Federal Trade Commis- 
sion presented data indicating that 
control by a few large milk dis- 
tributors was responsible for high 
prices paid for fluid milk and for 
the cheap price received by the 
dairy farmer. The coming session 
will present representatives of the 
distributors, of the farmer and of 
labor, partially in refutation of 
earlier testimony. 

On May 8 the committee will 
again touch on the patent field with 
a Department of Justice study on 
the metal beryllium, seeking to 
show the difficulties encountered by 
a small industry just getting started. 
Evidences of repressive influences 
by large corporations on a com- 
mercial venture of major import- 
ance to military needs will be pre- 
sented, it was indicated. 


Lowander Leaves Piel 


Reginald W. Lowander has re- 
signed as advertising manager of 


Piel Bros. Brewery, Brooklyn. 


New Swim Suit Bows 


Hirsch-Weis Mfg. Company, Port- 
land, Ore., has introduced a new 
line of men’s swimming. shorts, 
“White Stag Sea Togs.” Promotion 
at present is restricted to dealer 
display and a mat service, with the 
account handled by Adolph L. 
Block Advertising Agency. 


Ehle Named Chairman 


John Ehle, advertising manager 
of the Imperial Life Insurance Com- 
pany, Asheville, N. C., was elected 
chairman of the Southern round 
table conference of Life Advertis- 
ers’ Association held in San Antonio, 
Tex., April 19-20. New Orleans 
was selected for the 1940 conven- 
tion. 


Cemenstone Appoints 

The Cemenstone Corporation, 
Pittsburgh holder of patents cover- 
ing a new process for manufacture 
of standardized pre-cast concrete 
products, has appointed Ketchum, 
MacLeod & Grove, Pittsburgh, as 
its agency for a business paper and 


direct mail campaign. 


Lord ~ 


There are Lord & Thomas offices in New York. 


San Francisco . 


. Hollywood. . Dayton.. 


They’re off! Lord & Thomas advertisers have re- 
leased their Central Selling Ideas for 1939. Watch 
them wing across the printed page e and over the air. 


They'll keep going till they 
buying mind of America. 


Note the many new ideas among them. For months 
these ideas germinated in the offices of Lord & 
They came to birth amid 
Thousands of words went into 
their making. Dozens of reports, investigations, 
conferences preceded them. 

Boiled down to simple powerful clarity, these “buy 
sum up the basic appeals for their products. 
Don’t confuse them with mere slogans. 
the entire advertising program and form the spear 
head around which organizations will march to the 


Thomas and its clients. 
travail and struggle. 


lines”’ 


sales battles of the year. 


Selling ideas like these sum up the difference in your 


product and your business. 
crowd. 
ality. ° 
‘“‘pattern”’ 
tion. 
nous similarity. 


It is the Lord & 


. Chicago. . 


Los Angeles 


Toronto.. Montreal. . Paris. . 


Watch them SELL for 
Lord & Thomas Advertisers 


.. give your advertising distinctive person- 
loo much advertising today follows some set 
or formula for getting the reader's atten- 
This tends to reduce 
It is easy to forget that the public 
remembers differences—not similarities. 

Finding these differences 
selling ‘“‘buy lines” —clothing them with drama, news, 
excitement— making them sing—is the unerring way 
to success in advertising today. 

Thomas way. 


advertising 


London 


register indelibly on the 


They key 


They lift you out of the 


advertising to monoto- 


and expressing them in 


WHETS SALES APPETITE 


WHAT! NO AD een 


MO BOsHOm STORE AD LETH Ty 
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BUT WAIT ‘TIL YOU SEE TOMORROW'S 


PAPER... SATURDAY IS 


CAPACITY DAY 


The Boston Store, Milwaukee, believes in 
drumming up interest in its newspaper 
copy a day in advance. The layout 
above appeared in last Thursday's pa- 
pers to herald the Friday sale copy. 
Saturday's business was said to be the 
heaviest in the store's we 


Atlantic Opens 
Largest Southern 
Beer Campaign 


(Picture on Page 31) 


Atlanta, Ga., April 25.—What is 
said to be the most extensive news- 
paper advertising campaign for a 
beer ever launched below the Ma- 
son and Dixon line has been started 
by The Atlantic Company, brewer 
of Atlantic beer and ale. Weekly ad- 
vertisements measuring 1,200 lines 
will appear for 26 weeks in 45 
newspapers in seven Southern 
states. Copy is being spotted on 
sports pages, with insertions timed 
for weekend relaxation. 

Each ad in the series asks a ques- 
tion such as “What Does Smooth- 
ness Mean in a Beer?” The illus- 
tration used under this headline 
pictures a swan gliding smoothly 
over the water, with copy promot- 
ing the smoothness of Atlantic beer. 

Another typical insertion features 
friendliness, and pictures two old 
men at the checkerboard. Copy 
points out that “good beer is a 
friendly beverage—cheering, heart- 
warming, dependable. Its friendli- 
ness is twofold. It is friendly to 
your taste and friendly to your di- 
gestion.” 


Agency’s First Assignment 


The campaign, first to be prepared 
by Donahue & Coe, will also em- 
brace the use of nearly 20,000 metal 
road signs, a limited number of 
24-sheet posters, and an elaborate 
merchandising drive. The company 
expects to place 100,000 point-of- 
sale displays. 
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SALT LAKE Cl ITY 


this summer. 


«SALT LAKE CITY y 
Representative John Bisie & Co 
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—————$<———— 


That’s not what your children have for supper, but then they 


don’t live in a shoe—nor in the neighborhoods in Washington's 


lowest rent areas. 


For every $10 spent by the average American family in food 


SHE FED THEM UN BROTH 


j stores, the average Washington family will spend $21.30. That’s 
W I T H () I T A N y BR RA E A I an indication of the wonderful potential for food sales in Wash- 
ington—and an indication, too, of how wide a variation can 


exist between families in purchases of food. 


Surveys show that from 76% to 82% of the money spent for 
food in Washington comes from the ‘A Market’’ neighbor- 
hoods, which contain 67% of the families. There's a happy 
combination of class and mass: the ‘‘A Market’’ contains twice 
as many Washington families and accounts for some four times 


as many dollars of food purchases. 


To reach this ““A Market’’, use The Washington Post! Post 
circulation parallels sales. Post news and feature material has 
an unusually high woman appeal. Post sales power has given 
The Washington Post top position in linage from general 
grocery advertisers located in Washington, in a position to see 


for themselves. Ask our representatives to show you the Post 


study, ““To Market, To Market’. It will give you a new 


appreciation of the Washington market for food. 


The Washington Post 


Washington’s Home Morning Newspaper 


Osborn, Scolaro, Fenger-Hall 
Meeker & Co. Pacific Coast 
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every drop,’ contrasting illustra- | 
tions being used in the dailies. The 


P & G READY FOR NEW MARKET CONQUESTS 


Testing Ends; 
Teel Shoots af 
National Market 


(Continued from Page 1) 


used in Drene, the P&G shampoo. 
Dentists are quoted as expressing 
unqualified approval of Teel, be- 
cause of the absence of either 
abrasives or soap, both of which are 
offensive to the dental experts. Teel 
has assiduously cultivated the good 
will of the dental profession, and 
likewise has emerged with flying 
colors from tests conducted in its 
behalf by the dental school of a 
leading university. These studies 
have yielded plenty of fodder for 
future advertising. 


picture of the smiling face in the 
drop of Teel has already become 
famous in test cities. 

Although Procter & Gamble re- 
lied chiefly on newspaper advertis- 
ing during the test period, radio 
will be added on an elaborate scale 
together with a magazine schedule. 
The May program calls for four in- 
sertions in about 85 newspapers, as 
well as The American Weekly and 
This Week, which will carry intro- 
ductory pages in color. Big space 
will be the rule. The newspaper 
barrage will continue with little 
diminution for three months, after 
which the intensity will be relaxed 
somewhat. 

Both spot and cut-in announce- 
ments were used in the test radio 
campaign. The latter were inter- 
polated locally on Jimmie Fidler’s 
NBC Red program for Drene. Fid- 
ler will continue working for Drene 
Tuesday nights, but will transfer 
to Teel Fridays. In addition, Teel 
will have “Midstream,” a Monday 
to Friday strip on NBC, plus 
“Knickerbocker Playhouse,’ a new 
CBS program featuring the Radio 
Guild’s prize-winning play of the 


Copy with Punch 


In the meantime, however, the 
copy tests have resulted in head- 
lines which not only promise 
“thrilling beauty” to the user of 
Teel, but emphasize that this result 
will be obtained without danger to 


week. 
“Knickerbocker Playhouse” 
have a “first” to its credit. 


the precious tooth enamel. Both 
radio and newspaper copy will 
carry the slogan, “With beauty in 


will 


It will 


Detroit and the Local Trading Area Offer 
One of America’s Most Attractive Markets Now 
And You Can Cover It Adequately With The News, Alone! 


Probably no other factor so well indicates the progressiveness of Detroiters, or 
so well illustrates their willingness to spend money now, as the tremendous activity 
in the automobile sales and home building fields: 


® APRIL 6—Buick Motor announced 
that new car deliveries in the Detroit 
Market for the first three months of 
1939 totaled 46,675 units; an all-time + 
high and a gain of 36.3% over the same 
period of 1938! 


@® APRIL 7—Ford Motor Company an- 
nounced that retail sales of Ford cars 


and trucks totaled 75,345 for March, 
alone—a gain of 56% over March of 
last year! 


APRIL 7—The Detroit Board of Com- 
merce announced that the dollar 
volume of residential building for the 
week of March 27, 1939, was almost 
three times as great as for the same 
week last year! 


Yes, Detroiters have money to spend, and are spending it now. Advertisers 
should get into this big, active market AT ONCE—with dominating space in De- 
trois HOME NEWSPAPER, The News. For The News not only reaches 63144% 
of all Detroit homes taking any weekday newspaper regularly but 94% of its total 
weekday circulation is concentrated in the local trading area — the area which 
accounts for 48% of the entire population of Michigan; 57% of the State’s gainful 
workers; 58% of the assessed valuation; 59% of the industrial plants; 67% of the pay- 
roll in business and industry, and 65% of the State’s income tax returns. 


start on WBBM next week and run 
until May 21 before it enjoys the 


The Detroit News 


New York: |. A. KLEIN, INC. THE HOME NEWSPAPER Chicago: J. E. LUTZ 


HERE'S AMAZING NEW LIQUID WAY 
TO BRUSH TEETH 
TO THRILLING BRILLIANCE 


. LIQUID DENTIFRICE is on omer. 
ng nem product developed 
gvoronteed by Procte: & Gomble 


First national copy in behalf of Teel, Procter & Gamble Company's new liquid 
dentifrice, is released to 85 newspapers. 


facilities of the full Columbia net- 
work. This method corresponds 
to the former Broadway habit of 
trying out plays in the hinterland 
before presenting them in their final 
locale. It is also termed a new kind 
of dress rehearsal which will stimu- 
late the artists in sharpening their 
talents before a local audience be- 
fore displaying them on a broader 
scale. 

“Knickerbocker Playhouse” will 
be the 15th Procter & Gamble net- 
work show to take the air. The 
two shows named will run through 
the summer so that by fall they 
will have built themselves both 
audiences and reputations, accord- 
ing to the P&G calculations, and be 
ready to cash in on the larger cold 
weather potentialities. 

Procter & Gamble is using an 
eight-page tabloid newspaper, 
“Drug Profit Flash,” to aid sales- 
men in getting national distribution. 
This presentation contains, among 
other features, a sales chart show- 
ing how sales skyrocketed in Chi- 
cago under stimulus of the plans 
now extended to the entire country. 
It also announces a dealer premium 
of one 25-cent and one 50-cent bot- 
tle with every dozen initial order, 
making it clear at the same time 
that the product is price-protected 
at 10, 23 and 39 cents. 

The account is handled by H. W. 
Kastor & Sons Advertising Com- 
pany, Chicago. 


Grey Adds Hill 

Ralph Hill, formerly of the Fawn 
Studios, Cleveland, has joined the 
art staff of Grey Advertising 
Agency, New York. 


Reader Leaves Zonite 

G. Allen Reeder has resigned as 
Zonite advertising manager of Zon- 
ite Products Corporation, New York. 


WHAT KIND 
OF SELLING 


Woodall Re-elected 
Head of Export 
Advertising Group 


New York, April 27.—S. F. Wood- 
all, advertising manager, Packard 
Motors Export Corporation, has 
been re-elected president of the Ex- 
port Advertising Association. Other 
officers were also re-elected, includ- 
ing P. S. Christie, R. B. Davis Sales 
Company, as vice-president; J. B. 
Powers, Joshua B. Powers, Inc., 
treasurer; and Walter Bickford, Ex- 
port Trade & Shipper, secretary. 

The first annual meeting of the 
group, at which elections were held, 
was featured by a decision to make 
the association a clearing house for 
information on export advertising, 
to be used by both advertisers and 
agencies. 

Data on advertising rates in for- 
eign publications, market informa- 
tion, and mechanical facilities will 
be gathered by the group. The 
association also voted to hold an 
annual contest, with prizes to be 
awarded for the best advertisement, 
best series, and best campaigns pre- 
pared in this country and placed in 
foreign publications. 


Newspaper and 
Magazine Copy for 
New Scholl Pad 


Chicago, April 26.—Scholl Mfg. 
Company has released copy in more 
than 500 newspapers and 50 maga- 
zines to introduce Super-Soft Zino- 
pads, latest addition to its line of 
foot relief products. The pads, said 
to be several times more resilient 
and flexible than Scholl’s previous 
product, will be promoted through- 
out the spring, with a special cam- 
paign in New York metropolitan 
papers tying in with the World’s 
Fair. 

Dr. Scholl's Foot Comfort Week, 
June 10-17, will receive special at- 
tention, with pages scheduled for 
Ladies’ Home Journal and Life. In 
addition to the introductory cam- 
paign on Zino-pads, an extensive 
schedule is being maintained for 
Dr. Scholl’s other products in gen- 
eral, women’s, rural and profes- 
sional magazines. 

Donahue & Coe, New York, han- 
dles the account. 


McConnell, Brooks Get 
Sears V. P. Posts 


F. B. McConnell, formerly assist- 
ant to the president and secretary 
of Sears, Roebuck & Co., has been 
appointed vice-president in charge 
of retail administration. He will 
continue as secretary. 

E. P. Brooks, formerly supervisor 
of the radio department and factory 
supervisor, has been appointed vice- 
president in charge of factories. 


Display-Ad Moves 


Display-Ad Company, New York, 
manufacturer of point-of-sale dis- 
plays, will move to larger quarters 
at 152 W. 42nd street May 1. 


nee indie a, % e ma ‘ oo ie =“ al bei gi i 
er £ a. Bal f yy 3 4 Fs Pas tee 5 a Ae ~ oe 7, Ae PN ta ain atu 4 5 
af pe . Ss | a / , : $ aS eres > . J , ; 
| ee a 
rE ES eee ee  —EEEEeEeeeeE>>>>—==== 
ee | 
. ' 1‘ 
_ ,. without chalk, grit, pumice Ths Be 
| in | 
| ot 4 on 
s Place Sepa Set octet erases 4 
| \ teks roo" a sets 
past peng eh fF Ses oe Ay bea , 
| Paowon SSsc De A 
= | ne . <= " ; 
t | \ leet Serre  ssetstesteres= i 
_ veut? of ony 4 4 4 7 | 
| coment ores my Ae yy eh Sf . | 
| Thing discovery wake" iiaiacnena SoS 4 
anything you've ever used ms osu yrn comin ane aes ang © ao poee 228 Sn eases 
yt een yt eee oe entice ries \ \ | 4 
~ a | Tessas, Se RS y | 
SSE sR | 
Seeiaisses Seances Sees a : 
ee a ‘ 
— - — == : = == : _ iss 
™ . 
| 4 
: —_ TET | 
: Ou Ito.” we 7G 3 
ry ae 
. yur eee 
Kg SY, : 
x ES — vA « ’ 
“ 3 _— a per Pe 
\ ‘ . A - , 
ee er Fe 
’ a at . cv: Lk 4 A | 
: $ N - 
e ; | z 
ite Bae = . ae (a) “. a 3 =e mS Es | '. 
; em a Ade "a , . ane 
ee Se . . ao , — 0s 4 b | 3 
CR. fe | 
a et, Nano Tile Op ae ee ae - 
a eric? ~= ‘ed ne : ° U N Saat sag DETROMY | a 
a * Pe Vs ee St Gy z ra ook . ‘4 j 3 
a . Ve wg oe “ ae sf 5, ee a wy -_ 
men ies ’ Says Ae Ati e " es 
- ‘hes sey d « CANADA e 
! 9) 4 oe cnntiseemmatetiem 
« . oe 
: y te 7, ae 3 4 : ‘ * 
ae | 
| : ee , 
= ee ee 
7 | 
{ 
‘ a | | 
- = . - 4 SF» { 
a Lp . Vp 
% W Ya 
Lo O S 
ee 4 %, | 
“ty 4 a 
‘ Ta 4 7 
4 ys Py <p 
ead Ap €, *? 
= "Ne * 
me k ? , i 
“ay | .@ : 
| ~~ | 
i y 
t “| i . 


May 1, 1939 


ADVERTISING AGE 9 


NO RATE CARD CAN SHOW ALL THIS! 


Childrens Hour 
£2% * % 
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® If you make up your radio list by comparing 
power in watts alone, a rate card will give you all 
the information you need. If you prefer to think 


of stations in terms of power to produce sales, then 


no six by seven inch table of statistics is big enough 
to begin to tell the story. 

That story is told dramatically, vividly, animat- 
edly, as unfolded to the White King Soap Com- 
pany, Los Angeles, by KLZ in March, 1939. 
White King’s thirty-day series of hundred-word 
‘Spot announcements went out over fifty-six lead- 
© ing stations from Kansas City to the Pacific coast, 
including Denver's two leading stations. 
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Goodrich 
SAFETY SILVER TOWN 


First: KLZ outpulled the other Denver station teen stations on the list that carried five-time-a- 
used by 16%. 


place among all fifty-six stations used on the 


week schedules. 
You'll not find this on KLZ’s rate card . . . but 


you will find it important in making up your radio 


Second: KLZ occupied seventh 


schedule. Third: KLZ, with three announcements 


a week created a greater mail response than seven- 


KLZ envetc 


CBS AFFILIATE—S60 KILOCYCLES 


AFFILIATED IN MANAGEMENT WITH THE OKLAHOMA PUBLISHING COMPANY 
AND WKY. OKLAHOMA CITY—REPRESENTED BY THE KATZ AGENCY, INC. 


schedules for the Denver-Rocky Mountain area. 
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Stabilization 
of Drug Prices 
May Hit Snag 


Dealer Objections Are 
Hinted at Chicago 
Conference 


April 25. — Conflicting 
viewpoints greeted a joint meeting 


Chicago, 


of the Toilet Goods Association and 
the National Wholesale Druggists 


Association here last week-end as 
the two organizations met to discuss 
price stabilization under which the 
wholesaler will retain his full 15 per 
cent margin, most of which, it was 
explained, he has been giving to the 
retailer in spite of the fact that his 
average operating expense 13.5 
per cent. 

Charles I. Luckman, vice-presi- 
dent and general manager of the 
Pepsodent Company, who presided, 
called for a renaissance of the fight- 
ing spirit which made possible pass- 
age of fair trade legislation in 44 
states. Fair trade is under fire, he 


1S 


| asserted, and fair trade is not fight- 
|ing back as it should. 
| Charles Caruso, vice-president of | 
| Schieffelin & Co., New York jobber, 
|said the wholesaler has been pass- 
jing the 10 per cent discount on to 
i\the retailer because of cutthroat 
competition. The retail viewpoint 
was presented by Robert L. Swain, 
editor of Drug Topics, who said that 


since the minimum resale price es- 
tablished by manufacturers is al- 
most without exception the maxi- 
mum, the term “fair trade” has 
proved a misnomer. “Stop Loss 
| Act” would be more accurate, he 
said. 


Hits Price Structures 


Walter J. Quinlan, sales manager 
of International Cellucotton Prod- 
ucts Company, indicated that many 
lof the price structures in vogue in 
the drug trade are defective, and 
need revision based on the function 
performed by each trade factor. 
The druggist and the sales price are 
natural starting points for any con- 
sideration of this kind, he said. 

In discussing the fair trade prob- 
lem, Mr. Luckman said that a tablet 
dug up by scientists in behalf of the 
University of Chicago indicates that 
price maintenance dated back to 700 
B. C., when the minimum prices of 
many necessities of life were fixed 
by royal decree. He told of the need 


hast = li 


for better salesmanship by the drug 
trade to keep the principles of fair 
|trade sold to a fickle public, and 
said the peak of salesmanship was 
revealed by the advertising agency 
president who brought in the 
count on which all of his subordin- 
ates had failed. He denied that he 
had performed a miracle. 

“All that I did,” he explained, 
“was to tell the client, ‘I will make 
you rich if you will let me handle 
your advertising!’ ” 

Mr. Luckman said that the 
trade must learn from the chains, 
which are ardently wooing public 
opinion through every form of pro- 
motion. Remarking that advertis- 
ing is the biggest problem facing 
the drug industry, he said that it is 
not enough to be right—‘we must 
also seem to be right.” 


ac- 


drug 


Task for Advertising 


He said that the drug trade has 
spent 25 billion dollars for adver- 
tising since the turn of the cen- 
tury. While some of this may have 
been wasted, the remainder repre- 
sents a foundation on which adver- 
tising may, “by its tone, content 
and appearance, proclaim the hon- 
esty of American business and the 
worthiness of its purpose,” he 
serted. 

Mr. 


as- 


Caruso said the jobber’s 
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MOTOR VEHICLES HERE CONSUME MORE THAN 


Yieee Prunideud Million Cnlers 


IN PETROLEUM PRODUCTS ANNUALLY 


“Ten gallons please.’’ Imagine 


purchase two hundred million times and you 


have some idea of the gasoline consumed with- 


in the ‘“‘Golden Horseshoe,’ 


covered metro-rural market of the Middle West. 
Here, almost two billion gallons are consumed 
annually, practically as much as in the entire 


state of New York. Sales on petroleum products 


alone climb above 


THE 


the newly dis- 


three hundred million 


repeating that 


Horseshoe,’ 


fact that this 


om 


BASIC STATIONS .. pee . « See, “WATIONAL SALES REPRESENTATIVES 


tively and at minimum cost through the 
Stations of the Great Lakes’’ 
and WGAR in Cleveland! 


dollars every twelvemonth. And so they go on 
other products too. No matter what you sell, 
consider well the gold within the ‘Golden 
its two and one quarter million 
buyers who buy. And welcome news is the 


market can be blanketed effec- 
“Great 
. WJR in Detroit 


GREAT LAKES 
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;on to 
| windfall. 


instead of relying on the 
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|West to survey 


"“VIOLUTER" 


Trust an advertising man to think of 


something new, even in the field of 
music. Howard Linn Edsall, former N. 
W. Ayer & Son copy man and later with 
G. S. Rogers & Co., Chicago, has re- 
turned to Philadelphia to cash in on his 
newly devised instrument, the Violute. 
It's a cross between a violin and a lute. 


practice of giving away the major 
portion of his gross margin has be- 
come general because of three fac- 
tors: The parasitic short-line job- 
ber, pressure of the legitimate ser- 
vice jobber to meet the former’s 
terms, and anxiety of the jobber to 
help the retailer meet increasingly 
severe competition. Unfortunately, 
he said, the dealer usually passed 
the consumer most of the 
Fair trade, he continued, 
has eliminated the necessity of fur- 
ther sacrifices by wholesalers. He 
justified this viewpoint by quoting: 

“The purpose of business is to 
provide merchandise to the public 
at the lowest price consistent with 
a reasonable profit.” 

He urged manufacturers to refuse 
to sell predatory price cutters in or 
out of the jobbing field, and to 
maintain discounts which would 
permit the wholesaler to exist. 

Dr. Swain, who has just con- 
cluded a swing through the Middle 
the results of fair 
trade, made the suggestion that the 
retail drug industry needs a study 
of the turnover of specific products, 
averages 
resulting from previous analyses of 
this type. 


Ask Higher Prices 


He supplemented his statement 
trade minimums have be- 
come maximums by saying that re- 
tailers are demanding that the mini- 
mums be lifted. He added that 
‘“under-counter” price cutting by 

‘pine boards” is becoming progres- 
sively more widespread, indicating 
the necessity of effective policing if 
fair trade is to be successful. 

Mr. Luckman turned the meet- 
ing into a round table and in reply 
to his question as to whether or not 
buying clubs are growing, received 
a pessimistic report from one jobber 
present. Fifty per cent of the ac- 
counts in one city, the latter said, 
are on a C.O.D. basis; 30 per cent 
are in clubs, and the jobber is left 
the remaining fraction as his mar- 
ket. 

Mr. Quinlan, the Kotex-Kleenex 
expert, said it is obviously poor pol- 
icy to sell buying clubs. He stressed 
what he regards as a major mer- 
chandising axiom, in spite of its ap- 
parent simplicity: That it is impos- 
sible for a manufacturer to get the 
same gross margin in distant ham- 
lets as in nearby cities. 

“Someone has to pay to get one- 
quarter of a dozen of your product 
into that small town,” said he. 

Mr. Quinlan said that when the 
jobber becomes a better business 


man, deals are going to suffer a se- 
i|vere slump in popularity. Most 
jobbers realize that deals represent 
la loss to them, but think they must 
them in order to maintain 
standing. 


| push 
their 
| 
'To Tracy-Locke-Dawson 

Tracy-Locke-Dawson, New York, 
has been appointed by Southern 
Cotton Oil Company, New Orleans, 
to direct advertising of MFB, Quik- 
Blend 51 and other bulk shortening 
products 


New Orleans Drive 


Nets $550,000 for 
Bigger Stadium 


New Orleans, April 26.—The 
privilege of becoming a member of 
that select group of football fans 
who always have or can get those 
choice seats on the 50-yard line has 


proven a potent copy appeal in the 
campaign sponsored by business 
and civic leaders here to raise 


$550,000 for expansion of the Sugar 
Bowl stadium. 

This stadium has been the focal 
point for some of the city’s most 
thrilling as weli as profitable spec- 
tacles, notably the Sugar Bowl 
game played each New Year’s Day. 
The 1939 game drew nearly 50,000, 
with total expenditure for this group 
placed at $750,000. The $550,000, 
raised by selling 2 per cent, $100 
debentures will be used to expand 
the stadium’s capacity to 70,000. 


Those Lucky Customers 


Copy in all local media bore a 
personal as well as civic appeal in 
seeking the fund. Bondholders, it 
was stressed, will have the privilege 
of buying two seats (for each bond) 
before the tickets are offered to the 


public. “This privilege,” it was 
added, “may often prove a helpful 
asset in your business.” 

The campaign included a series 
of 1,000 line newspaper insertions, 
outdoor posters, motion pictures, 
car cards and radio _ broadcasts. 


Local advertising services donated 


space and time, with Bauerlein, 
Inc., placing the copy. 

Tying in with this advertising 
were a_ variety of promotional 


stunts and the effort of a corps of 
personal solicitors. Jay C. Barnes, 
advertising director of New Orleans 
Public Service, Inc., was chairman 
of the committee including 220 
business and civic leaders. 

Work on the expansion is sched- 
uled to start at once, with comple- 
tion anticipated in time for the 1940 
New Year’s game. 


Popular Priced Home 
Television Set Bows 
American Television Corporation, 
New York, manufacturer of Videor 
Sight-and-Sound receivers and 
Kinet portable television extension, 
is using business papers to intro- 
duce a popular priced line of home 
television receivers. 
Copy tells dealers, 
Your Turn to Stake a 
Television.” Newspapers 
used later for consumer advertis- 
ing. Deutsch & Shea Advertising 
Agency, New York, is in charge. J. 
David Cowen is account executive. 


“Now It’s 
Claim in 
will be 


Finance Company to BBDO 

Batten, Barton, Durstine & Os- 
born, Pittsburgh, has been appointed 
by the Automobile Finance Com- 
pany, Pittsburgh, to handle its 
advertising. 


Expands Comic Art 

Mell-Ress Company, New York 
agency, has enlarged its comic art 
department and has appointed Leon 
Jason as representative. 
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CBS Drops Plans 
for Purchase of 
World Broadcasting 


New York, April 25.—Plans of 
Columbia Broadcasting System to 
purchase World Broadcasting Sys- 
tem have been dropped, it was re- 
vealed here today by William S. 
Paley, CBS president. Failure to 
reach an agreement with Electrical 
Research Products, Inc., which con- 
trols certain sound recording pat- 
ents, was one reason for the ending 
of negotiations. 

CBS plans to enter the transcrip- 
tion business through another chan- 


nel. American Record Corporation, 


which became a CBS subsidiary last 


November, will install its own 
studios and processing equipment to 
make Columbia, Brunswick and 
Vocalion records as well as provide 
a complete transcription service. 


Barber Shops in Drive 


An extensive newspaper cam- 
paign has been released by Term- 
inal Barber Shops, New York, to 
promote a new dry shaving service 
in cooperation with Schick Dry 
Shaver, Inc. 


Stephens Advanced 


Hugh W. Stephens has been ap- 
pointed public relations director of 
Northwest Airlines, St. Paul, Minn. 
He was formerly in the Chicago 
office. 


Two for Day 


Frank T. Day, Inc., Boston, has 
been appointed to handle the adver- 
tising of F. C. Phillips, Stoughton, 
Mass., manufacturer of Phillips golf 
spikes, 
Orthopedic shoes, Boston. Lou 
Glassman has been named art direc- 
tor of the agency. 


Burns to Berlin 

O. R. Burns, formerly of Robert 
Burns & Associates, will join I. S. 
Berlin Printing & Lithographing 
Company, Chicago, May 1. 


Bowman with Agency 


Donald B. Bowman has been ap- 
pointed art director of Sutherland- 
| Abbott, Boston agency, succeeding 
Daniel G. Fox, resigned. 


and Blake Measure-Made | 


Monroe Chemical Company, 
Quincy, Ill., manufacturer of dyes 
and Putnam Bath-Bloom’ water 
softener, has appointed Batten, Bar- 
ton, Durstine & Osborn, Minneapolis, 
to handle its account. 


Plan Boston Conference 


The practical application of 
science and invention to distribu- 
tion will be the theme of the 11th 
annual Boston Conference on Dis- 
tribution to be held Oct. 2-3 at the 
Hotel Statler. 


Skoglund Joins Coster 


O. H. Skoglund, formerly with 
Lawson Studios, has joined Gordon 
Coster Photography, Chicago, 
‘sales representative. 
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HARD-BOILED VENDOR 


Tying in with the Pennsylvania Brewers 
Association drive to promote beer and 


eggs as a natural taste combination, 

Robot Service, Inc., Philadelphia, has in- 

troduced this automatic machine which 

dispenses hard-boiled eggs at a nickel 

each in tap rooms and taverns. The 

machine features Swift & Company's 
Cresta graded eggs. 


Penna. Brewers 
Start Campaign 
to Spur Egg Sales 


Philadelphia, April 26.—The 
Pennsylvania State Brewers Asso- 
ciation this week turned its atten- 
tion to promotion of one of the 
state’s chief cash farm crops in 
launching a campaign to sell the 
idea of eggs and beer as a palatable 
and pleasing combination. 

The association, representing 86 
brewers, will use copy in 275 news- 
papers and 25,000 counter cards in 
its effort to aid the farmer. An 
increase in egg sales is expected to 
do much toward improving rural 
conditions, inasmuch as eggs ac- 
count for 18 per cent of Pennsyl- 
vania farm income. A surplus this 
year has had detrimental results on 
the prices received. 

Newspaper copy will stress the 
pleasant combination of hard boiled 
eggs and beer, while display cards 
will carry this theme still further 
in asserting that the purchase of an 
egg or two at the bar is a definite 
help to the farmer. 

Richard A. Foley Advertising 
Agency is handling the campaign. 


Plans Flem-O-Lyn Drive 
Plans are being made for a fall 
and winter campaign for Flem-O- 
Lyn, a cough remedy produced by 
Alkine Company, New Brunswick, 
N. J. Erwin, Wasey & Co., New 
York, has been appointed to handle 
the account. Newspapers and radio 
in Eastern areas will be used. John 
W. Sturdivant is account executive. 


Lettercase to Walters 


Harry Richman Novelties Cor- 
poration, New York, has named 
Walters Advertising Associates, 


New York, to handle promotion of 
the Lettercase, a new cigarette case. 
Business papers, magazines and di- 
rect mail will be used. H. W. Jan- 
zer is account executive. 


Named Agency for Course 


Albert Frank-Guenther Law, 
New York, has been named to 
handle the account of the Popple- 
stone Course in Scientific Salesman- 
ship, Verona, N. J. Newspapers, 
magazines, and direct mail will be 
used for the correspondence course. 


Rivoli Hose to Waters 
Syllem-Rivoli Hosiery Company, 
New York, has appointed Norman 
D. Waters & Associates, New York, 
to handle the advertising of Rivoli 
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Prize Contests 


Charles I. Luckman, vice-presi- 
dent and general manager of the 
Pepsodent Company, spoke very 


frankly about prize contests at a re- 
cent marketing spon- 
sored by the American Management 
Association. 


conference 


Although his own 
company has been credited with 
successful use of the contest tech- 
nique, Mr. Luckman placed _ this 


type of sales promotion in the cate- 
gory of hypodermics. 
“The customer who is lured to a 


May |, 1939 


product,” he explained, “by the glit- | 


tering hope of winning an award 
can be lured away by another offer. 
The hypodermic ultimately loses its 
potency unless the dosage is stead- 
We feel that the cus- 
tomer who buys because he believes 
a product is of 


ily increased. 


superior value is a 


10 Cents a Copy, $2 a Year 


and Premiums 


is shown by the fact that over one 
big radio network approximately 65 
per cent of the commercially spon- 
sored programs offer 
invite contest participation. 
while radio may have been respon- 
sible for the box-top flood, adver- 
tisers have extended their 
offers to other media, and premiums 
and contests are thus promoted lib- 
erally in publication advertising as 
well as over the air. 

If this type of merchandising is 
so outstandingly successful, what is 


ithe objection to its continuance? 
l wn . 

The answer is supplied by Mr. 
Luckman. Advertising which pro- 


motes interest in the premium or 


contest prize rather than in the ad- 


dvertising Age 


premiums or 
But | 


special 


vertiser’s own merchandise cannot 
|successfully build brand prefer- 
ence. The advertiser spends his 
money to promote sales, but the! 


better customer than the one who| 
buys to win a prize.” 
While the hazards involved 


conducting a prize’ contest 


in| chief emphasis is placed on the in- 
are | ducement, so that his own product 


greater than those connected with | becomes incidental 


premium distribution in general, 


In addition, it is easy to under- 


since the majority of contest par-| stand the resentment of many re- 


fail to 
potentially 


ticipants 
thus 


receive an 


and may 


develop | chandise 


being given away as 


antagonisms toward the sponsoring} premiums. It is estimated that pre- 


company, Mr. Luckman’s comments 


miums and contest prizes, disre- 


raise the whole question of mer-| garding cash awards and the adver- 
chandising based on the distribution | tiser’s own merchandise, aggregate 


of “gimmicks and gadgets,” 
investigator termed it. 

that 
special inducements in terms of pre- 


There is no doubt 


as one | $425,000,000 a year. 
| business 


That's a lot of 


which might otherwise 


offering | have been handled over the coun- 


ters of retail stores And the re- 


miums or contest prizes is effective. | tailers know it 


Too many advertisers have used 


them with 
tify the 
produce 


results to 
that they 
Their 


too great jus- 


tatement fail to 


returns 


Perhaps the whole subject needs 
to be reviewed from the standpoint 
short- 


of long-range rather than 


popularity | term objectives. 


Wanted: Big Time Radio Writers 


Advertisers and producers of ra-|the production .of scripts which pet 


dio programs are becoming uncom- 
fortably aware of the fact that the 
ceiling for production costs is rap- 
idly being reached. 
recent years has been one of stead- 
ily mounting production costs, 
largely based on increasing expen- 
ditures for talent With 
tion for big names in the entertain- 
ment world the 


finds 


continuing 
advertiser 


keen, 
radio 

himself 
much o1 


sometimes 
compelled to expend as 
talent and 


duction than is involved in the pur- 


more for pro- 


chase of time 


The 
radio advertising that 


awareness of the buyers of 


the limit of 
production costs is rapidly being 
approached is turning the thinking 
of advertisers, 


agency executives 


and broadcasting companies toward 


possible solutions One involves 
greater emphasis on good writing, 
¥ ~-@ “4 


| The 
The history of | 


| programs 
competi- | . 
| comedy productions, relying heavily 


se have entertainment value capable 


of winning and holding audiences 


success of numerous 


the 


daytime 


serials, without aid of big 


award | tailers who see their standard mer- | 


| 


NEW THEME FOR AN OLD PRODUCT 


“Don't get excited! 


Ad-libbin 


I'm only wringing out a few handkerchiefs!" 


g 


Suit Maintenance 

No one can accuse Goodall Com- 
pany of not being smart merchan- 
disers, and the advertisement re- 


{ beep the 


PALM BEACH SUITS AND SLACKS 


i 


GOODALL COMPANY 


CINCINNATI OHIO 


produced here is another indication 
of the fact that these people don’t 


overlook many bets. Conscious of 
the fact that with summer suits, | 
prospective buyers worry more 


about the upkeep than the original 


cost, the makers of Palm Beach 
uits appeal to laundries to keep | 
the cost of cleaning these suits 
down. The appeal, of course, is to 
the self-interest of the laundry 
ownel! “If it costs a man a small 


fortune to keep his summer ward- 
robe cleaned and pressed—he'll 
without summer clothing,” 
copy in Laundry Age. 

. we'll suffer ... the retailer will 
suffer . and you will your 
chance for extra volume and profit.” 
The ad winds up with an offer of 


do 
says this 


lose 


names, is proof that this can be] free package inserts, window cards 


done. The big network evening 


are largely variety or 


upon names as audience builders, 
and yet there are many programs 
of this kind which have 
successful. Use of the technique 
employed on day-time productions 
might reduce costs substantially. 
Another advantage of 
written show is that it can be tested 
on local stations before being sched- 
uled on a network or spotted for 
local broadcasts on a national scale. 
Radio writers have 
in the background 
needs of advertisers 


been 


been too much 

Perhaps the 
will bring them 
more strongly to the fore 


| 


| 
| 


less 


the ably| 


and other material “to recondition- 
ers Who guarantee their handling of 
Palm Beach suits.” 


Simplification Goes On 


We've just learned, somewhat 
belatedly, about the swell inven- 
tion of the Rochester, Minn., Cham- 
ber of Commerce Rochester, as 
you know, is the home of the Mayo 
brothers, and a perfectly well per- 
son is almost as great a rarity there 
as a native New Yorker is in Man- 
hattan. But on to the invention... 

It’s a “post-operative vest,” 
equipped with a zipper panel, which 
when raised discloses with graphic 
fidelity the results of the surgeon's 


work, complete with scars and 


“He'll suffer | 


|stitches hand-painted on _ flesh- 
|colored cloth. 
| Newton E. Holland explained the 
idea recently when he presented the 
first one to Gene Flack, Loose-Wiles 
super-showman. 

“Every one who leaves Rochester 


| wants to recite the details of his 
operation,” he said. “He not only 
wants to talk about it, but like a 


good salesman, he wants to visual- 
ize his presentation by exhibiting 
the scars down to the last suture. 
There’s nothing more boring than 
to have to listen to the story of 
another person’s operation when 
you want to talk about yours. 
“So the important thing is to be 
| faster on the draw—and that’s why 


we have developed this neat little 
ever-ready weskit with the pat- 
ented zipper panel While the 


other fellow is tugging at his vest 
buttons, vou merely” give’ the 
zipper a pull and say, ‘four and a 
half hours on the table and 168 
stitches 


Jottings 


We always get a kick out of “Toy 
| Balloon News,” house organ of the 


|Toy Balloon Institute, Akron, be- 
cause of the variety of uses for 
|balloons which it suggests. The 
fact that at least one actual balloon 
is usually enclosed with the issue 
| helps, too. 

The Arkansas Soft Pine Bureau 
has been having some fun with a 


| Ponce de Leon advertisement of the 
Florida Louisiana Red Cypress 
|Company. Reproducing the ad in 

folder, the Arkansas boys go on 
to prove that the youth-seeker 
really settled in Arkansas, claiming 
title to 50,000,000,000 feet of Arkan- 
sas soft pine timber, and deciding 
to stay on as vice-president in 
charge of personnel and production 
when he caught sight of a dark- 
eyed Indian maiden  furtively 
watching him from behind a tree... 

Revolutionary innovation in 
match-box advertising has been in- 
augurated by Stouffer's restaurant 
chain, operating in Detroit, Cleve- 
jland, New York, Pittsburgh and 
| Philadelphia. Instead of placing the 
|striking surface at the bottom of 
|the front of the packet, it appears 
lon the back, thus making the user 
iturn the packet over in order to 


|complete the operation of lighting | 


|his smoke. . . 

Our scouts advise us that an un- 
identified person or group has or- 
|ganized the SSRCM, more formally 
known as the Society for the Sup- 
pression of Return Cards in Maga- 
zines 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


_No. 1490. 


WOC Since 1921. 


| Radio Station WOC, serving 
| Davenport, Rock Island and Moline, 
|has issued this brochure which 


|tabulates market data for daytime 
|) and evening listening areas and pro- 
vides maps of these areas and the 
| zones of dealer influence. The sta- 
|tion’s program schedule is included 


land its merchandising help out- 
| lined. 
No. 1486. Retail Buyers in Action. 


| This study, issued by Kindred, 
\MacLean & Co., covers all drug 
stores and their sales, within a 
radius of 100 miles of a point on 
the Atlantic seaboard, as reported 
by the U. S. Census of Distribution 
of 1935. The retabulation of the 
icensus data shows 191 towns within 
ithe 100-mile radius where retail 
| buyers spend a total of more than 
|six billion dollars a year. 


No. 1464. A Private Audition 
Radio Station WMC, Memphis, 
has issued this new study of the 


Memphis trading area, giving tabu- 
lations of population, radio homes, 
spendable incomes and other market 
data, by counties, for the station’s 
day and night coverage. Facts 
about WMC’s facilities, programs, 
and merchandising helps are cov- 
ered in detail. 


| No. 1467. Facts About the Contin- 
uous Large-Unit Buying of Au- 
tomotive Equipment by the 
Transportation Industry. 
| Traffic World has issued this 
_ bulletin which presents new facts 
|on its automotive market, based on 
}a recent extensive study. It de- 
| scribes the constituents of the mar- 
| ket, and new facts in the break- 
down of the market by makes, and 
includes an indication of what its 
|group of buying executives will 
| purchase in 1939. Charts and pho- 
| tographs illustrate the points pre- 
| sented. 


| 
| No. 


1483. Liquor Survey of Omaha, 
Nebraska. 


The Omaha World-Herald has is- 
sued this study, which tabulates 
percentage of distribution by brands 
among the 133 Omaha liquor deal- 
ers covered in the survey, and 
shows the rank of sale of the many 
brands of whiskies and gins. 


No. 1484. Standard Market Infor- 
mation. 


This folder, issued by the Minne- 
‘sota Network, contains data on 
|population, radio homes, retail sales 
land spendable income for this mar- 
ket. Facts are included about the 
\facilities of KSTP, St. Paul-Min- 
|neapolis, the key station, KROC, 
|Rochester, KYSM, Mankato, and 
|KFAM, Saint Cloud. 


No. 1477. Standard Market 
for Dallas, Texas. 


This study, issued by The Dallas 
Morning News, offers detailed mar- 
ket information covering population, 
standard of living, industries, whole- 
sale and retail trade outlets, with 
maps of the Dallas retail trade area. 
Facts about the paper's editorial 
set-up, merchandising service, cir- 
culation, linage and other details 
are included. 


| No. 1478. Yearbook, 1939. 
| Several sections compose this 
new brochure issued by the Los 
Angeles Times. Opening pages are 
devoted to Southern California's 
industry and commerce, and the 
other sections deal with the cover- 
age of the market by Los Angeles 
papers, comparative linage figure’ 
in various classifications, and the 
features and services of the Times 


Data 
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ADVERTISING AGE 


McGraw-Hill establishes first laboratory 
of editorial research in industrial publish- 
ing. Finds out who reads what and why = 


VER#¥ PUBMSHER wants to know how much 
is of his rfagazine is actually read. How it is 
read. AVhat4rticles are scanned, what read casually, 
what studied diligently. 

hy si to these questions, editors have been 

Left Keely to their own resources. Of course, many 

hem travel thousands of miles and talk to scores 

f readers—McGraw-Hill Editors traditionally 

have spent, and still do spend most of their time in 

the field. But, valuable as that is, it nevertheless is 
not organized and implemented research. 

And so, the Division of Editorial Research of 
McGraw-Hill under the direction of R. O. Eastman 
was created in June 1938 to bring to each McGraw- 
Hill editor new facts on the readership of his pub- 
lication. To bring them to each editor continuously. 


How this modern research method 
provides expert editorial guidance 


This Division of Editorial Research now 
has a corps of research technicians in the 
field, located at strategic industrial points, 
driving thousands of miles each week and 
cross-examining readers of every McGraw- 


2 > ° R. O. Eastman, long the . ° P 
Hill Publication. director of his own re- McGraw-Hill Publication has made some 


search service 


They enlist the cooperation of the reader national 


his reading of each issue. They find out not 
merely what is read, item by item, but how it is read, 
why it is read and what the reader gets out of it. 

The individual interview reports flow into head- 
quarters every day. A scientific analysis and inter- 


ational advertisers, is editorial change—some change to serve 
. the directing . . 
to the extent of completely reconstructing McGraw Hill's editorial the reader better—to intensify further 


testing laboratory 


pretation of the resulting data is then made and 
given each editor. 

Now the McGraw-Hill Editor knows precisely 
how his editorial product is being consumed—cap- 
tions, text, pictures. He knows promptly just how 
well each feature gets across. He knows his errors 
of omission and commission. 

Now, every McGraw-Hill editor can experiment 
safely because he has a scientific check on results. 
Stimulated by facts, fortified by knowing, his new 
knowledge further broadens his horizon and opens 
new vistas of the editorial service he can render. 

Every report from this Division is issued with 
this specific restriction: 

‘‘Reports of the Division of Editorial Re- 
search are solely for the guidance of the Editors 
and Publishers of McGraw-Hill Pub- 
lications.”’ 

In other words, this research is not a 
sales promotion scheme. On the contrary, 
this is McGraw-Hill’s editorial laboratory 
where the McGraw-Hill ‘“‘Product”’ is 
tested—where weaknesses are detected 
and improvements discovered. 

As a result of this research, every 


serving 


head of 


reader interest. . 
The implication to the advertiser, we think, is this: r 
That the productiveness of any advertising medium 
can only be in proportion to the sustained service 
it renders to its readers. 


dl 
NUE, American Machinist 


Aviation 


MeGRAW-HILL PUBLICATIONS | ===: 


Chemical and Metallurgical Engineering 


McGraw-Hill Publishing Co., Inc., 330 W. 42nd St., New York City 2°! Ase 


Construction Methods and Equipment 
Electrical Contracting 


Electrical Merchandising Food Industries 
Electrical West Mill Supplies 
Electrical World Power 

Electronics Product Engineering 
Engineering and Mining Journal Radio Retailing 

E. & M. J. Markets Textile World 
Engineering News-Record Transit Journal 


Factory Management and Maintenance Wholesaler’s Salesman 
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SINCE THE BUSTLE ERA Kellogg, Quaker 


Oats Head Cereal 
List in Illinois 


Springfield, Ill, April 25.—Re- 
| sults of a survey of brand prefer- 
ences of residents of 43 Illinois 
cities in hot and cold cereals was 
| made today by the Illinois Markets 
division of the Daily Newspaper 
League of Illinois, showing Kel- 
logg’s Corn Flakes and Quaker Oats 
leaders in the cold and hot break- 
fast food field, respectively. 

The field work was handled by 
carriers of member newspapers in 
each city. Total mentions numbered 
21,428 for cold cereals and 17,736 


HOOVER a for hot. The number of families 


Ask for 4 free 
fiome Trial 


Hoover Company, Chicago, is using this 
three-dimension display to remind its 
prospects that Hoover was making clean- 
ers way back in 1907. Contrast is drama- 
tized by presenting two of the newest 
models. Forbes Lithograph Company 
produced the display. 


May Tighten Law 
on Loan Company 
Copy in Canada 


April 26.—Further | 
small loan company 
advertising in Canada is indicated 
in a bill recently passed by the Sen- | 
ate and now being heard by the 
Dominion House of Commons 

The Department of Insurance, | 
now supervising all federally li- | 
censed loan companies, is reported | 
to be in favor of restricting the ad- | 
vertising budgets of these compa- | 
nies on the ground that they are al- 
ready spending too much in radio, 
newspapers and direct mail.  Li- 
censed loan companies have argued 
that consistent advertising is a nec- 
essity. They claim that a small loan 
company, handling its business eth- 
ically, does not get much repeat 
business because its chief function is 
to re-establish the borrower on a 
sound financial basis. 

When the Senate was considering 
the present bill, an amendment was | 
introduced which would have placed | 
a flat ban on all radio advertising of 
loan companies. The Senate did not 
put its official okay on the amend- 
ment, however. 

In arguing their side of the case, 
the loan companies also claim that \. 
customers reasonably keep their 
loans secret and that prospective 
borrowers need to be advised of 
services offered by the loan com- 
panies through other than “word of 
mouth” techniques. They also be- 
lieve that, inasmuch as unlicensed | 
companies and high rate lenders are | 
permitted to operate, licensed com- 
panies serve a vital function, with | 
their advertising contributing to 
public welfare. 

Canadian legislators are also con- 
sidering an amendment to the Food 
and Drugs Act of Canada, passed 
March 2. This amendment provides 
for the licensing of manufacturers 
of cosmetics, whether they sell in 
the country or export their products 

The amendment does not consider 
the license fee as revenue producer, 
but rather as an effective instrument | 
for enforcement of the act. The act | 
defines “drug” as any cosmetic 
meaning “any material intended to 
cleanse, improve or alter the com- 
plexion, skin, hair or teeth, and 
shall include deodorants and per- 
fumes.” 

Products soid in Canada must 
conform to packaging and labeling 
standards, while those manufac- 
tured for export must bear an affi- 
davit that they conform in these re 
spects to the laws of the country 
in which they are to be sold 


Toronto, Ont., 
regulation of 
| 


he 


brutal 


of discord 


The Round 


Page 67. 


TRADE WAR 


ae reciprocal trade agreements, barter, Aski 
Marks et al. 


nomic. politic 


Koehler Leaves Muzak 


Joseph M. Koehler, who has been 
in charge of promotion for Muzak’s 
Sponsored Program Service by Mu- 
zak Corporation, New York, has re- 


Trave Wars 


signed to devote all his time to 
tadio Events Inc., New York, of 


which he is president 


industrial 


and prosperity 


| THE ROUND TABLE TACKLES TAXATION 


* Taxation is history's sourest apple 


ologies clash, thrones topple, empires 
split. But fifteen men of known dis- 
agreement, at the Second Session of 
Table (ForTUNE’s newest 
project) found that, even on Taxa- 
tion, there is an “area of agreement” 
between opposing views — they dis- 
covered a practical working base for 
a tax policy 
versity of opinion. Fortune for May 


are substitutes for military war 
are preparation for it. Fortune explore- 
the whole tangle. The means - 


returning information was 15,174, 
or 4.4 per cent of the 343,127 in the 
cities covered. Chicago was not 
included. The survey was made in 
late December and early January. 


Wins Majority Vote 


Kellogg’s Corn Flakes had 23.1 
per cent of the business at that 
time, according to the survey, while 
Quaker Oats showed the surprising 
percentage of 56.4. Other prefer- 
ences on the cold breakfast food 
roster were: 

Wheaties, 12.7 per cent; Post 
Toasties, 8.3 per cent; Kellogg’s All 
Bran, 5.6; Quaker Puffed Wheat, 
5.1; Shredded Wheat, NBC, 5.0; 
Post’s Bran Flakes, 4.8; Kellogg’s 
Rice Krispies, 4.8; Post’s Grape- 
Nuts, 4.5; Corn Kix, 3.6; Shredded 


at 


> hates oO a 


strife —some of the 


them, and discuss what’s good for the city, and act accord- 
ingly. So Terre Haute is now a city of optimists, looking 
forward with mutual goodwill to a future industrial expansion 


hee r STAINS Four years ago Terre Haute 

L was the sizzling center of 
bitterest 
has known. Today representatives of Business and of the 
F. of L. and of the C. I. O. sit down with beer between 


a future that has already begun. How did it 
happen? Read “On, The Moonticut’s Farr Toxicut ALONG 
Tue Wapasn”. Fortune for May, Page 75. 


Ralston, 2.5; Quaker Puffed Rice, | 
1.9; Grape-Nuts Flakes, 1.7; Kel-| 
logg’s Bran Flakes, 1.4; Kellogg's | 
Pep, 1.4; Kellogg’s Whole Wheat| 
Biscuits, 1.2; others, 12.4 per cent. | 

In the hot cereal field, Cream of 
Wheat was closest to Quaker Oats 
with 12.1 per cent. The score of 
others: Ralston Wheat Cereal, 9.2 
per cent; Wheatena, 1.9; Malt-O- 
Meal, 1.8; Quaker Farina, 1.8; Coco 
Wheats, 1.5; Mother’s Oats, 1.4; 
others, 13.9. 


New Post for Paulson 


C. E. Paulson, formerly sales 
manager of Albers Bros. Milling 
Company, Seattle, has joined West- 
ern Engraving & Colortype Com- 
pany, Seattle, to start a new adver- 


tising service for food distributors. 


its dualism read 


America 


Waddell 


Gong to build a 


Van Gieson Named 

Van Gieson & Lenox, recently es- 
tablished at 9 Rockefeller Plaza, 
New York, has been appointed na- 
tional representative for The 
Women’s Almanac, an annual book 
of facts devoted to news about 
women. Fred M. Van Gieson oper- 
ated his own publishers’ representa- 
tive firm in New York for the past 
five years, and was formerly with 
the Chicago Tribune. James L. 
Lenox was formerly Eastern repre- 
sentative for the Chicago Daily 
News. 


Park Takes New Post 


John R. Park, formerly with Air 
Conditioning and Refrigeration 
News, Detroit, has joined the Chi- 
cago sales staff of Architectural! 
Record. 


ALLIS-CHALMERS {5 BiG AND BURLY 


* Allis-Chalmers will take an order for a 32¢ V belt, or 
one for a $750,000 electric generator without a change of 
blood pressure. It built six of Boulder Dam’s 115,000 h.p. 
turbines, and once supplied the U.S. Navy with $7,950,000 
of marine turbines. Yet, though massive production is its 
business, more than half Allis-Chalmers’ 1938 profits came 
from its new venture into mass-production—tractors. The 
\llis tractor is a “Persian Orange” beauty. What’s more, it’s 
nicely designed to fit a section of the farm market hitherto 
neglected by tractor builders—the biggest section, it so hap- 
pens. But don’t conclude that Allis is edging out of heavy 


industry with consumer goods. For the reason behind 


\cus-CHaLMers: “America’s Krupp”, 


John F. Staub, Architect 


pool—or a tennis court? 


* Before you take the plunge better read Tennis Courvs 
\ND SWIMMING Poots in Fortune for May. It shows you the 


several kinds of pools and courts you might consider. The 


hazards you will have to face 


~ the pitfalls. Problems of 


water supply and drainage. And what piles up cost. Page 81. 


the issue over which ide- 


acceptable to a wide di- 


BD HELL some trade wars 


some 
quotas. 
And the objectives eco 


al and military. Orr To THE 
? Fortune for May. P. 95. 
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Conoco Alters 
Newspaper Copy 
for Gas and Oil 


New York, April 26.—Continental 
Oil Company released copy in more 
than 1,400 newspapers throughout 
the country this week in a new 
drive on Conoco Bronz-z-z gasoline 
and Germ Processed motor oil. 

Space ranging up to full pages 
will be used once a week for the 
gasoline, and every other week for 
the oil. The campaign, which will 
continue for two months, marks the 
third stage in Continental’s sched- 
ule, with the newspaper list remain- 
ing the same although copy has 
been changed. 


Recent Conoco promotion at- 
tracted considerable attention 
through Continental’s use of “zig- 
zag reading,” in which alternate 
lines of copy were set from left to 
right and vice versa. (ADVERTISING 
AGE, Jan. 16.) 

The new copy will follow a more 
orthodox pattern. Gasoline copy 
will center around the theme 
“Longer Jumps Between Pumps,” 
while oil copy will feature “Oil 
Plating.” Tracy - Locke - Dawson is 
the agency. 


Walker with “Ledger” 


Stanley Walker, for 20 years with 
the New York Herald Tribune, has 
joined the Philadelphia Public 
Ledger as editor-in-chief, succeed- 
ing C. M. Morrison, resigned. 


Uiesadin Sunn iit 


Mark Bell President 


Mark R. Bell, publisher of the 
Ladysmith News, has been elected 
president of the Wisconsin Press 
Association. 

Other officers include Thomas R. 
Daniels, Middleton Times-Tribune, 
vice-president; Louis H. Zimmer- 
mann, Burlington Standard-Demo- 
crat, second vice-president: Harry 
H. Heidemann, Algoma _ Record- 
Herald, third vice-president, and 
O. R. Kurzrok, East Troy News, 
secretary-treasurer. 


McGillivray Resigns 

M. W. McGillivray, for 38 years 
manager of the Toronto office of the 
Montreal Star, has resigned. Eric 
M. Wilson, who has been on the 
Toronto staff, succeeds him. 


“Radio Retailing” 
Marks Television Debut 

Effective with its April issue, 
Radio Retailing, a McGraw-Hill 
publication, has become Radio and 
Television Retailing. 

In addition to carrying a resume 
of current technical and merchan- 
dising developments in the tele- 
vision field, the issue also contained 
advertising by the leading television 
equipment manufacturers. 


Carhartt Joins Agency 

James Carhartt, formerly assist- 
ant advertising manager of Hamil- 
ton Carhartt Overall Company, De- 
troit, and Industrial Morris Plan 
Bank of Detroit, has joined Fuller 
& Smith & Ross, New York. The 
agency has also added William Cur- 
tis to its staff. 


PACIFIC. MAPS: 
by Covarrubias 


¢ For San Francisco’s Fair 
(Covarrubias made six vast 


mural maps. FORTUNE repro- 


duces three of them in their full 


«lowing colors. Not only beauti- 
ful and informative, they also 
show you a fresh view of the 
Pacifie—as a central lake join- 
ing rather than separating the 


civilizations on its shores. P. 60. 


TELEVISION TAS GREAT PISS | 


PRESIDENTIAL SWEEPSTAKES: first heat 


* The Fortune Survey starts a series 


of contests to determine who is People’s 
Choice for President. Two pairs are put 
up this month—Garner vs. La Guardia 


and Hull vs. Vandenberg. Winners will 


enter run-offs, semi-finals, finals. P. 86. 


MATCHMAKING DIAMOND LIKES POLYGAMY 


* The story of Diamond Match is a 
story of many marriages and no di- 
vorces—and a passing affair with Ivar 
Kreuger. You’ve never before had a 
chance to know the full facts about 
Diamond. That goes if you're a Wall 
Street sophisticate, if you’re intimately 
connected with the S. E. C., the F. T. C. 
or the Department of Commerce, or 
anybody except a high official of THe 
Diamonp Marcu Co. itself. Fortune 
brings its unknown story to light, for 
the first time. Page 89. 


Courtesy of Pacific House Theme Building of the Golden Gate International Exposition 


THE ADS ARE 
INTERESTING, TOO 


what is a 
Television show? Until that’s settled 
people won't buy sets. Until they do, 
advertisers won’t buy time. And until 
they Videcasters won't make 
money. (Unless they discover some 
What Tele- 


vision is up against in its search for 


The Big Problem is 
Excerpts from the advertisements in 


Fortune for May, 


Charles Emil Nelson 
saved your life... 


Corning Glass (B.B.D.&O.) 


may have 


do, 


other means of revenue. ) — 


peace of mind is free. 


General Tires (D’A. Adv.) 


You buy the mileage . . 


the answer, the weapons at its dispos- 
al, and how it’s using them is told in 
all the fascinating details in Ter- 
vision Il: “Camera—Fape In! 
ForTUNE for May. Page 69. 


“The More Abundant Life” 


¢ The Editors of Fortune point out 
that though the present U.S. government 


.. who is there to say, “neigh”? 


White Horse Trucks (D’A, Adv.) 


Barricading men and profits from 
hurricanes and barracuda. 


{merican Mutual Ins. Co. (J.T.C.) 


Children like these don’t grow 
on trees! 


U.S. Rubber Co. (C.-E.) 


is liberal in the social sense it is reaction- 
ary in the economic sense. BUSINESS-AND- 


GOVERNMENT. Page 65. 


The lost art of Egypt is born 
again in Indianapolis .. . 


P. R. Mallory (A.-K.) 


Keeping “Adam's Ale” up to par! 
Dow Chemical (MacM, J. & A.) 


Weddings always make me cry. 


~-Barre Guild (H.B.H.) 


pink elephant if fashion 
dictates. 


Atlas Powder (A.F.-G.L.) 


The patient horse and perplexed 
executive both benefit. 
International Salt (S. Co.) 


. . « for longer drives or better 
bologna! 
York Ice Machinery (J.M.M.) 


PACKARD AD CHIEF 


Hugh W. Hitchcock, assistant advertising 
manager since 1933, has been appointed 
advertising manager of the Packard Mo- 


tor Car Company. He has been with 

Packard for 17 years, having started as 

a clerk in the factory advertising depart- 
ment in 1922. 


Beech-Nut Renews 
Tops Advertising 
After Year's Lapse 


New York, April 26.—Resuming 
advertising of Tops after a year’s 
lapse, Beech-Nut Packing Company 
has launched a campaign on the 
cracker product in newspapers in 
this area. Copy is featured by 
novel “skyscraper” layouts with one 
or two column “chimneys” rising 
from three column bases. 

The odd sizes of the 
made necessary special 
ments with newspapers on. the 
schedule. Layouts measure 375 
lines, and are designed to gain at- 
tention by their novel shape, as well 
as to tie in with the name of the 
product. 

One insertion used the cartoon 
technique to picture a man ascend- 
ing the trylon at the New York 
World’s Fair to place a box of Tops 
at the peak. Copy features fresh- 
ness of the product, emphasizing 
extra wax paper wrappings, and 
also mentions the many occasions 
upon which the crackers may be 
served. 

The campaign is the first to be 
prepared by Alley & Richards, re- 
cently appointed to handle Beech- 
Nut cracker premetion. 


insertions 
arrange- 


To Publish “Gifts” 


Gifts and Housewares West will 
be published June 15 at 1355 Mar- 
ket street, San Francisco, by Phil 
Battelle, owner of Western Home 
Furnisher, and Osgood Murdock, 
publisher of Implement Record. 
The new monthly publication will 
cover the trade in housewares, gift- 
wares and artwares in the 11 West- 
ern states. 


Kellogg to New York 


The Kellogg Group, railroad ad- 
vertising representative, will move 
its headquarters from Chicago to 
Rockefeller Center, New York. The 
company will maintain a Chicago 
office in the Pure Oil bldg., with R. 
E. Hutchison in charge. 


Two for Gray 


Springfield Boiler Company, 
Springfield, O., and R. B. Equip- 
ment Division of the Buckeye Trac- 
tion Ditcher Company, Findlay, O 
have placed their advertising ac- 
counts with Russell T. Gray, Inc., 
Chicago. Both will use industrial 
publications. 


Oneida Uses Roto 


For the first time in its history, 
Oneida, Ltd., Oneida, N. Y., is using 
rotogravure in a special spring cam- 
paign for Community Plate silver- 
ware. This roto drive in 38 cities 
during May is in addition to its 
regular magazine schedule. 


Weil, Hinman Named 


Charles A. Weil, Jr., and D. J. 
Hinman, both formerly with Verree 
& Conklin, have joined Tenney, 
Woodward & Conklin, newspaper 
representative. Mr. Weil will be in 


the Chicago office and Mr. Hinman 
in New York. 
2a y Papen Y.- 
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Voluntary Food 
Chains Reported 
in Solid Position 


Promotion of Private 
Brands Cited as Effec- 
tive Weapon 


New York, April 25—Voluntary 
and cooperative food chains have 
declined from the numerical peak 
reached just before June, 1936, when 
the Robinson-Patman act took ef- 
fect, but the remaining chains have 
strengthened their position, the 
American Institute of Food Distri- 
bution reported today. 

According to figures compiled by 
the institute for a new issue of its 
“Index to the Voluntaries and Co- 
operatives,” there are now 753 such 


food chains with a total member- 
ship of 108,750 retail stores. In 
June, 1936, there were 809 groups 


with a membership of 110,040. 

Breaking down the chains into 
three groups—wholesaler-sponsored, 
cooperative retail, and_ retailer- 
owned wholesale chains—the insti- 
tute reported a decline in all clas- 
sifications, with the major 
among cooperatives, defined for this 
study as retailers banded together 
for collective buying and advertis- 
ing but not strong enough to sup- 
port a wholesale house. 


loss 


Some Sections Gain 


By sections, retailer-owned chains 
have lost members in Middle Atlan- 
tic states and in the Ohio valley, but 
have gained in California and New 
England. Wholesale - sponsored 
groups have lost retailers in New 
England and the North Central 
states, but gained in the Ohio val- 
ley and California. 

The institute pointed out in the 
report that voluntary chains have 
“emerged from a period of rough 
sledding” since the last index was 
issued. Passage of the Robinson- 
Patman act caused the withdrawal! 
of some of the advertising allow- 
ances which were the chief support 
of many of the smaller groups and 
helped to carry the overhead of all 
chains. Group advertising fell off, 
and members began to lose interest, 
the study observed. 

“Faced with this situation,” the 
institute reported, “most groups 
then swung toward the promotion 
of their own brands. Aggressive 
work on this score brought back the 
loyalty of the retailers until today 
the average voluntary or coopera- 
tive is more firmly entrenched than 
ever. 


Clothing Trends Shown 


at “Esquire” Forum 

Clothing trends for fall and win- 
ter were unveiled to 400° retail, 
manufacturing and merchandising 
executives in New York April 20 at 
Esquire’s fourth annual fashion 
forum. 

Speakers included Grover Whalen, 


who offered information on the 
World's Fair, and Edward L. Ber- | 
nay public relations counsel, who 


discussed consumer relation: 


New Post for Vogel 


Ernest H. Vogel has been ap- 
pointed vice-president at Farn 
worth Television and Radio Corpo 
ration, Fort Wayne, Ind He ha 
been associated with the radio and 
television industry since 1930, 
having held sales administration 
positions with the Radio Corpora- 
tion of America, Camden, and the 
General Klectric Company, Bridge 
port, Conn., before joining Farn 


orth this year. 


Account to Glicksman 


Glicksman Advertising, Ne 
York, has been appointed agen 


for Affiliated Clothiers, New 
membership group-buying o1 
vation 


Yor 


’ 


W. F. Terry Promoted 
Walter F. Terry, Jr., with Hiran 
Walker, Inc., Detroit, since last f: 
been named assistant gene 


‘ ry . 


Two for Maxon 


Broun’s Nutmeg. New Canaan, 
Conn., known as the Connecticut 
Nutmeg before its recent purchase 
by Heywood Broun, has named 
Maxon, New York, to direct a news- 
paper and business paper campaign. 
Maxon has also been appointed by 
Terminal Barber Shops, Inc., New 
York. Newspapers and magazines 
will be used. Peter Hilton is the 
account executive for both clients. 
Agency Group to Meet 

The First Advertising Agency 
Group will hold its annual conven- 
tion June 3-4 in Chicago. Parker 
Holden, Holden, Graham & Clark, 
Detroit, is general chairman. Mac- 
Gruder & Co., Denver, has been 
admitted to membership in_ the 
group. 


Dutty to H ead 


AGE 


New Plan Board 
Created by BBDO 


New York, April 26.—Batten, 
| Barton, Durstine & Osborn has 
| formed a new plan board, headed 
iby B. C. Duffy, vice-president, to 
jres iew client plans and coordinate 
jall phases of the agency's service. 
\In addition to his new duties, Mr. 
Duffy will also supervise all fact- 
| finding work and media selection for 
|all BBDO offices. 

| The new board will also include 


F. R. Feland, chairman of the 
lexecutive committee: William J. 
|O’Donnell, head of the media de- 


CREATES URGE-TO-BUY — Pointing the 


editorial finger at the needs of over 


3.000.000 Companion readers is neatly 


accomplished by a system of regular re- 


ports from a typical and carefully -chosen 


cross-section. These 1.500 Reader-House- 


wives 


enable alert, progressive Com- 


panion Editors to interpret the prob- 


lems of their vast readership truly and 


meet them exactly. 


partment; Alex F. Osborn, execu- 
tive vice-president; Leslie S. Pearl, 
|head of the creative board; Arthur 
|Pryor, Jr., head of the radio de- 
|partment; William M. Strong and 
|'Egbert White, both vice-presidents. 


‘Evans to Wadsworth 

| Norris Hibberd Evans, who has 
|operated his own agency in New 
| York for the past three years, has 
| joined Wadsworth & Walker, New 
| York, as vice-president and account 
executive. 


Shields Transferred 

Louis G. Shields, who has been 
jin the St. Louis office of the J. 
| Walter Thompson Company for a 
|yvear and a half, has been trans- 
ferred to New York. 


Interstate Gets Two 
Interstate Advertising Agency, 
Cleveland, has been named to han- 
dle the advertising of Waldorf beer. 
Newspapers, radio and outdoor will 
be used. Lincoln Storage Company, 
Cleveland, has also named the 
agency to direct a newspaper, busi- 
ness paper and radio campaign. 


Gets Reynolds Metals 


Reynolds Metals Company, New 


York, manufacturer of foil, has 
named Cecil & Presbrey, New 
York, to handle its account. 
Blaine Adds Guyer 

William Guyer, formerly with 
Paris & Peart, New York, has 


joined Blaine-Thompson Company, 
|New York, as account executive. 
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’ ‘ |can Home, Better Homes & Gar- along with a final note, “Swell for Wine B t Do KIBITI — F “4 
Doodlebug Copy |cens, Collier’s and The Saturday | Junior’s room.” With arate nag = BITIZER'S TOUC 
5 T ted for | Evening Post. | A spokesman for the company ter a aan Guaaedlen rn pn 
es | Notations in Margin joe that insufficient time had as yet period of last year when sales vol- 
W | Copy in the American Home and |@lapsed to determine the efficacy of | ume was highest in the company’s 
Duray allpaper | the y dy Bg Bien coniuatiasteads oth this treatment. Duray, he added, is history, Eastern Wine Corporation, 
Cincinnati, April 29——The adver- |... iety of notations in the margin, |Nationally distributed and is priced +l York, e~-r < Byes 
tising potency of “Goodenusg | typical of those that a husband|at 45 cents to $1 per roll. It is vesting Weak wel oan cm ‘the 
treated copy as compared with the} might write to friend wife. Scrawled | paper backed and paint coated so | jarges ai ; anwte 
tonal ty is being deter- & © | largest campaign in the company’s 
conventiona nig as a in the |2t the top, near the headline read- | that its surface is the equivalent of | history. Newspapers, radio, car 
4 mined by meni i a Seray ing, “Duray Wallpaper Guaranteed |two coats of enamel. The guaran-|cards and outdoor signs will be 
campa 7 ay 


current 
crubbable” wallpaper. 


Three-Year Guarantee 


Washable Three Years,” is this 
note, “Sam has it in his house— 
says it’s wonderful.” A bit further 
down, “Tell Lucille to check this 


tee featured in copy this season 
|offers a new supply of paper if it 
fails to live up to the promises 


used. Austin & Spector, New York, 


handles the account. 


WASHABLE 3 YEARS! . 


— 


a 


2 SF) ay x 2 
made for it at any time within three RS ithe it 

years from date of purchase. A 
coupon offers several samples for 
actual tests by prospective buyers. 


~~ 


a 


i ag 


To “Country Gentleman” 


J. H. Hunter, formerly advertising 
manager of Holland’s Magazine, has 
been named advertising representa- 


up!” A marginal note with an 
arrow pointing to the illustrated 
guarantee reads, “In writing, too— 


Half-page, two-color copy for 
Duray, featuring a new three-year 
euarantee, is appearing this spring 


nd fall with one insertion on each | they must mean it.” Cost has also Ruthrauff & Ryan, Chicago, is the | tive of Country Gentleman in the iS 
easion in four magazines: Ameri-| been computed by the “doodler” | agency. Cleveland territory. y 
.& 
ny 
BEAUTIFUL PATTERN ed 
@ Wren bape Demar’s Meh, ectery ww 
“Gaaanret y 
SELLS THE EYE— Colorful editorial pages, at 
. ‘ Be 
many of them containing buying sugges- 1y 
tions for the home-maker, run side by side Z 
with advertising pages that sell Companion ) 
readers on individual brands. At the point 
‘sale. 23 Companion Shoppers (known as an _ 
ss . _" ; ty Clopay Corporation, Cincinnati, is test- 
Jean Abbey and Carolyn Pryce) arrange 


ing the attention power of the ‘doodling” 

designs shown in the border of this ad- 

vertisement for its Duray washable wall- 

paper. The “doodles” are notes that a 

husband might write for the benefit of 
friend wife. 


striking counter and window displays pro- 


moting these same products, 


New York Ad Women 
Award Prizes 


Lucy Lathrop Morehead, a sopho- 
more at Sarah Lawrence College, 
Bronxville, N. Y., has been awarded 
a $100 scholarship for her work 
during the tenth annual advertising 
course sponsored by the Advertising 
Women of New York. Lillian Berent, 
of Lester Harrison Associates, New 
York, received a $50 scholarship. 
Marjorie Colt Wooster, of the con- 
tinuity department of Station WOR, 
New York, and Marion E. Rigney, 
gained honorable mention. 

The prizes were awarded by Helen 
H. Peffer, president of the club, at 
a dinner held at the Advertising 
Club April 18. 


Set-Up Drive Launched 
Pinaud, Inc., New York, has 
launched a special sales drive for 
Set-Up, a lotion for electric shaver 
users. The drive will last for 16 
weeks and will include copy in Col- 
lier’s, Esquire, Life and The Satur- 
day Evening Post, featuring a new 
ten cent trial package. Sherman K. 
Ellis & Co., New York, is the agency. 


a 
. 


SELLS THE EAR—To a great PLUS 
audience over 34 radio stations week- 
ly. Jean Abbey and Carolyn Pryce 
push Companion-advertised goods on 
sale in department stores and grocery 
stores. They complete a selling se- 
quence that starts earlier, goes deeper, 
works harder and follows through 
farther than any other you can buy 
for your advertising dollar! 


Newspaper Service Opens 


Connaughton & Byrne has been 
formed as a newspaper representa- 
tive service at 250 Park avenue, 
New York. Francis J. Connaughton 
was formerly associate publisher of 
the Boston American and previous- 
ly was with the New York Times. 
J. Frank Byrne was with The John 
Budd Company, New York, for the 
past 14 years. 


District NAB to Meet 

The first district of the National 
Association of Broadcasters will hold 
a meeting May 11 in the Yankee 
Network studios, Boston. John 
Shepard, 3rd, president of the Yan- 
kee and Colonial networks, is chair- 
man of the first district. 


New Post for Deuker 

Fredrik W. Deuker has been ap- 
pointed art director of Associated 
Sales Company, Detroit, producer 
of sound slide films. He was for- 
merly in charge of sample develop- 
ment and production planning for 
W. L. Stensgaard & Associates, Chi- 
cago. 


COMPAN 


CREATING DEMAND 


¥ ect 


ng to women’s needs as expressed 
‘|, 200 representative Reader-Housewives. 


CLINCHING SALES with a consistent program of Nation-Wide Merchandising. 


Greenfield Joins Brewer 

David S. Greenfield, formerly 
with Alliance Distributors, Inc., New 
York, selling agent for branded 
liquors, has been appointed adver- 
tising manager of G. Krueger Brew- 
ing Company, Newark. 


LARGER CIRCULATION THAN ANY OTHER WOMAN'S MAGAZINE —3,077,498 
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Voice of 


This department is a reader’s forum. 


GETS AN INSPIRATION 


SEE TAYLOR FIRST 


MONEY 
INA 


Birth of an Idea 


To the Editor: Recently you pub- 
lished two individual 
ads announcing Studebaker’s new 
car, and reduced the copy to fit in 
one column of your publication. 

Therein was born an idea. En- 
closed are three small single column 
display ads produced for the Taylor 
Finance Company by our agency. 

To my knowledge this adaptation 
has never been used in Southern 
California and I am passing along 
the credit where credit is due—to 
ADVERTISING AGE. 

LARRY RAYMOND, 

L. Raymond Company, Los An- 

geles. 

v v v 


Sober Reflection 


To the Editor: On my way home 
in the train a few days ago I read 
the letter published entitled “A 
Thought for Today,’ wherein your 
correspondent wrote a thought-pro- 
voking piece of copy about sanity 
in driving. 

Immediately thereafter I picked 
up a copy of the Mt. Vernon Argus, 
and there, staring me in the face, 
was one of those “—and Sudden 
Death” pictures, which told the 
story of a dead infant and injured 
parents, the results of an automo- 
bile crash. 

The two items together certainly 
gave me a jolt! 

I. S. RANDALL, 

Eastern Sales Manager, Trans- 

continental & Western Air, Inc., 

New York 

v v v 
Two Minds with But 
a Single Thought 


To the Editor: Here are two ads 


which I believe are rather unusual 
in that both carry headlines that 
are identical in thought, one read- 
ing “You Won't Hear This Stoker 
Timer . But You'll Hear About 
It!” and the other is “The Stoker 
Coal You Hear about... But Never 
Hear!” 

We had been kicking our idea 


around for several weeks before it 
reached final development. Plates 
arrived at the magazine just two or 
three days before press time. The 
Julien P. Friez and Sons ad arrived 
ten days ahead of ours at the pub- 
lishers so we know that they did 
not copy from us and we know also 
that we, having known nothing of 
the ad, did not copy from them. 

This is just another one for your 
curious coincidence file. 

W. A. Brown, 
Chicago, Wilmington & Frank- 
lin Coal Company, Chicago. 


ORIENT 
CUAL 


With velvety mmoot mens C 
with @ ‘wlence thats golden for 
yerd. © There eve other features, too. Orient Supertherm 
that * co 


+ sheer pins: and. + responds quichly t 


© Specie! processing removes the dust from the coal, and Orient? oll-pleting 


beeps  dustiess 


trends fo 


+ Supertherm ia « truly oe 


you’ yerd 


CHICAGO, WILMINGTON & FRANKLIN COAL COMPANY 


352 Benth Wirhiges Aveoe, Chirege, Hlinete 


fechas Teter, Miascapetic © — eotmen’s Bonk Beullding, St. Lente 


one-column | 


THE STOKER COAL YOU HEAR ABOUT... 
BUT NEVER HEAR! 


rent Supertherm flows thre ugh the stober it heeds 


* brings repeat orders and new sales to your 
the call 


d stober « 


Obtain a Borrow the 
TAYLOR-MADE | TAYLOR’D 
Loan on your | Way on your 
Automobile or | furniture or 
Truck. equipment. 


Confidential, Courteous Service 
See TAYLOR first and be SURE 


TAYLOR FINANCE CO. 


Fourteenth & Broadway —PR-3161 
1147 North Vine Street —GR-2101 
Central & Broadway, Glendale - C|- 28836 


tion he received after reading a recent 
issue of Advertising Age. 


More Substitutes 
a) . “7 
for “Copywriter 
To the Editor: Regarding the re- 
cent suggestion of one of your cor- 
respondents that the time has come 
for us to substitute a more fitting 
term for “copywriter” 
If “Aditor” has not been discussed 
and discarded, try it. It is not mean- 
ingless, requires no explanation and 


lis short and brief and_= easily 
| spoken 

The next is ‘“Adeditor.” This is 
not so terrible but its principal 


, 
|}value lies in its ultimate shorten- 


ing to “Aded.” Two syllables, of 
course. Make up several sentences 
and use it by speaking it aloud a 


|dozen times. It will grow on you. 


| It’s certainly explosive and _ brief. 
How familiar the following would 
soon become: “Who's the aded in 


this office? I want to see the aded. 
Call the aded in here. Let’s consult 
our aded and get his slant on this.” 

Now the Big Boss would prob- 


ably, as a matter of dignity, always 
kindly 


say, “Will you have the 


sso well prepared ‘ ‘ 


of the thermostat 


a! that water 


© Mectete Rethding, Gace ne 


A correspondent makes use of an inspira- | 


the Advertiser 


Letters are welcome. 


Adeditor to come in?” Not bad. 
Another possibility is ‘“Adpro.” 
Every college man knows who the 
“Pro” is. Being, of course, the head 
of a department of learning. The 
individual who is sought out as the 


some cases rather flattering to the 
“copywriter.” 

3ut further than this and seri- 
ously “Adpro” really stands for 
“Advertising Professor,” “Ad Pro- 
ducer” and “Advertised Products.” 
It’s just a matter of usage to popu- 
larize this one. These suggestions 
are no better than many others 
which have been thought of, includ- 
ing probably the above. There are 
137 good designations for what Mr. 
Barron asked. It’s all a question of 
pulling one out of a hat and then 
using it “ad” infinitum. For in- 
stance where would poor little “ad” 
ever have gotten as the personal 
representative of the mighty “Ad- 
vertisement,” if it had not been used 
and used and used. 

S. Victor BROOKS, 
Brewton, Ala. 


7 »- 


accord with Richard Barron, whose 
recent objection to the label “‘copy- 
| writer” strikes a sympathetic note 
| Careful observation has led me to 
believe that the term serves merely 


the mind of the layman. 

| For the glory of the profession 
and the self-respect of those who 
| 
dise through the written word, let 
the 


}us continue 
| title. 
| Since coined words require edu- 
cation, how about something like 
|“Creative Consultant’? Or is that 
a trifle obscure? “Idea Techni- 
| cian?” That has a professional fla- 
vor that should bolster any adver- 
tising writer’s waning ego. 
Another thought—why not allow 
us the privilege of adorning our 
names with the traditional initial 
|suffixes of the other professions? 
Something like M. A. W.—Master 
of Advertising Writing, for example 
Or perhaps Ph. S. 
Doctor of Sales Philology. Certainly 
one who is expected to be well- 
versed in the studies of English, 
economics, psychology, 
and philosophy, and to have on call, 
also, a supplementary smattering of 
history, music, art, languages, and 


search for a new 


|serving of a few extra letters after 
| his signature. 

Let’s carry this thing to a solu- 
tion. More of us should furrow our 
brows, open the reservoir of ideas, 
and bring forth a flow of apt ap- 


FRIEZ LIMIT CONTROLS ARE BUILT WITH 
THE NEW “Hydraulic-Action” principle 


« 


JULIEN P. PRIEZ & SONS Saveen 


On he et ee ae 


fountain head of learning, etc. In| 


ee eepmtgued 


ee 
ie 


Fn ae ee 


pellations to replace the nondescript 
term under which we now labor. 


... Permit me to raise a voice in | 


to arouse suspicion of plagiarism in | 


Gon Genes knowledge of merchan- | 


WILLIAM C., LACEY, 
| Jacob Knabb Advertising Com- 
| pany, Rochester, N. Y. 
| v v v 
er How about “Commercial 
| Propaganda Preparer’? Or ‘“Pub- 
| lic Acceptance Moulder’’? 

Roy Mosoriak, 
Advertising Manager, Hobbies, 
Chicago. 


v v v 


| Callous Comment 


To the Editor: While it must be 
openly conceded by us of the ad- 
vertising gentry that the Federal 
Trade Commission is always right, 
why should FTC have a chance to 
rub it in? 


of ADVERTISING AGE positively 
glowed about finding FTC’s error 
in omitting the ‘‘o” from callus. 
Actually callus, used as a 
is correctly spelled without the ‘“‘o.” 


D., to indicate a | 


sociology, | 


| 
| 


| 


| 


| 


anything else worth knowing, is de- | 


NEW ORLEANS ESSAY PRIZE WINNER 


test tying in with that sponsored nationally by Advertising Age. 
home is in Alexandria, La. 


Copy Cub in the April 24 issue | 


noun, | 


May 1, 1939 


Janice Shirley Ginsberg, freshman at Newcomb college, New Orleans, accepts 
a $25 check from Andrew Talbot, promotion manager of the New Orleans Times- 
Picayune and New Orleans States, won by her as first prize in a local essay con- 


Miss Ginsberg's 


Or did I get the wrong slant from 
the item, as usual? 
LEE CLARK, 
Chicago. 


ee 
Likes Essay Contest 

To the Editor: You will be glad 
| to know that the objectives of your 
|essay contest on “How Advertising 
| Benefits the Consumer” are closely 
lin line with those set up for our 
| advertising course here at Colorado 
| Woman's College. The five essays 
which we submitted in your com- 
| petition were selected from those 
|; written in an advertising class of 
25 members. The essay was a reg- 
ular class assignment and the papers 
|} were submitted just as they were 
turned in by the students. Thank 
| you for an opportunity to increase 
interest in our work and to 
enter your contest. 

Max H. HOuTCHENS, 
Instructor of Business Educa- 
tion, Colorado Woman's Col- 

lege, Denver, Colo. 


class 


| MAGAZINE COVER 


| COMES TO LIFE 


| The May cover of Sunset (below) is a natural color 


|| photograph of a table setting arranged by Doris 


to feature it as 


Frederick & Nelson 
| The Bon Marche 
Meier & Frank 
The Emporium 
Nathan-Dohrmann 
H. C. Capwell’s. . 


The Broadway . 


For immediate 
sales results 


Lave Pus. Co, 


Broadway-Holly wood 


Hudson Moss, famed Pacific Coast food expert. 


| So far the following important stores, up and down 
the Coast, have requested permission to reproduce 
this setting for their chinaware departments, and 


an attraction for Sunset’s readers 


Seattle 
Seattle 
.Portland 
..San Francisco 
San Francisco 
.Oakland 
.Los Angeles 


... Hollywood 


everywhere on 
the Pacific Coast 


SAN FRANCISCO 
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COLLINS 


PHOTO-ENGRAVERS 
For the Windy City’s best photo-engravings telephone Franklin 5854, 207 North Michigan Avenue, Chicago 4 
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ADVERTISING AGE 


May 1, 1939 


Adam Hat Policy 
Proves Value of 
Sports Promotion 


Newspaper Copy Sup- 
ports Extensive Broad- 
cast Schedule 


New York, April 26.—The tech- 
nique of using sporting events as 
major elements in a_ long 
range advertising program was out- 
lined to ADVERTISING AGE today by 
Leon Goldberg, advertising man- 
ager of Adam Hat Stores. Mr. Gold- 
berg discussed the policy started 
by this company shortly after its 
inception and successfully carried 
on for the past 12 

Although the retail 
haps best known for 
of many boxing broadcasts, Mr. 
Goldberg emphasized the necessity 
of supporting this type of promotion 
with consistent merchandising 
through newspaper copy, 
with sports personalities, and win- 
dow displays. 

Adam has been _ broadcasting 
fights for 12 of its 14 years and has 
also tied in its promotion with sev- 
eral other sports such as wrestling, 
baseball and_ professional tennis. 
Newspaper copy has also been con- 
sistently used, with the schedule 
now including more than 125 news- 
papers for company copy 
than 500 which 
by dealers 
by Adam. 


sales 


years. 
chain is per- 
its sponsorship 


and more 
carry 
through 


copy 
mats 


suppliced 


Volume Plus Turnover 


In general, its advertising policy 
is based on volume of a low- 
priced product. A smaller dealer 
profit is compensated by quick turn- 
over and also by the product’s value 
in leading to the sale of other 


sale 


tie-ups | 


placed | 


mer- | 


PROMOTION FOR ADAM HATS 


THE WORLD'S LARGEST RETAILER OF MENS HATS 


ADAM 
HATS 


presents the 
Style Parade of 
Hat Fashions 


SE, 


The FAIR GROUNDS...the ADAM “Hot-of-the- 
Month” for April... new exclusive features: smart 
two-toned silk band ond overwelt bound edge. 


Newspaper copy used by Adam Hat Stores. 


The company has been tying in its 


copy with sporting events. 


chandise. Flexibility is a major 
quality of the company’s advertis- 
ing and a necessary one insofar as 
the fight broadcasts are concerned. 
The first two years of the com- 
pany’s existence culminated in the 
decision that fight fans would be | 
“naturals” for low-priced, stylish | 
hats and it was with this in mind 
that the broadcasts were started. 
“At first.’ Mr. Goldberg said, “we 


innoyed the listeners to death, giv- 
ing them an Adam hat commercial 
almost between blows, 


mail used to pour in, criticizing us 
| We hadn't learned the niceties of 
broadcasting, but as we developed, 


we found that it 
few commercials 

However, 
now 


is well to have as 
as possible.” 


become so well accepted 


MUL 


installed by Gimbel’s, Philodelphia, P 


FOR HICKOK — 23 inches high 
Flox finished, full relief figures 


FOR TOASTMASTER — 22 inches high by 30 


inches wide. Itinerant display for small window 


s regording 7 er which we 


NEW YORK OFFice « 


FOR SCOVILL— 30 inches wide by 24 inches high. Featuring 


ennsylvania and hundreds of other stores 


Whether you sell o product of o service Min-Events tell your story dromaticallty 


you with display merch 


W. L. STENSGAARD & ASSOCIATES, Inc. 


346 NORTH JUSTINE AVENUE @ 
R.C.A. BUILDING, 


Gvters «8 wSreratwene 


Shorts with Grippers” 


Yes ...morte than 
“ordinary display” 


Min-Events, an original 


WLS development, are 


visual demonstrations 
in third dimension— 
interesting to look at— 
easy to understand. Min- 
Events get more attention 
— more interest, tell their 


story more quickly and 


have a long life. 


in third dimension 
ndising. No obligation 


CHICAGO, ILLINOIS 
ROCKEFELLER CENTER 


and how the | 


Adam's broadcasts have | : : h 
and | national chain two years ago, it 


many 


we 
| for 


| 

the company’s association with the 
sports world so close, that even 
when another advertiser sponsors a 


Extend Schedule 


Appliance Line 
New York, April 26.—First major 
;promotion of the new Farberware 


| line of automatic cooking appliances | 


| will be launched by S. W. 
| Inc., in national magazines early in 
May. Copy will feature an auto- 
matic coffee-maker, tea-maker and 
broiler. 

The coffee-maker was advertised 
to a limited extent in a pre-Christ- 
mas drive last winter, copy also 
mentioning the broiler appeared this 
month in two magazines. The ex- 
| panded program, however, will get 
|under way 
| cludes American 
|House Beautiful, 
Ladies’ Home Journal, 
Saturday Evening Pest, and Wom- | 
an’s Home Companion. Local news- 
paper promotion, placed by dealers, 
is also part of the program. 


Farber, 


Home, 
House & Garden, 
McCall’s, The | 


Thermostatic Controls 


By means of a thermostatic ar- 
rangement, the Coffee Robot “turns 
itself off when the coffee is done... 
i'then keeps coffee hot until it is 
‘wanted.’ The tea-maker embraces 
the same principle. The broiler is 
not completely automatic like the 


|other two products, but is more ver- 


sports event, the hat company re-|satile. It broils, toasts, boils or stews 
iceives many letters praising or|a variety of dishes. Advantages 
blaming the performance of “its” |claimed for the product include 
announcer. | “sealing in” juices and flavor, and 


The irregularity of bouts is such, | 
however, that gaps occur 
must be filled by other types of pro- | 
motion, such as a regular 
radio sports resume by Sam Taub, 
who announces the fight broadcasts. 
Adam's newspaper advertising is 
limited to mention of the price and 
a few words about the style of hat 
| featured. 


Became a Chain in 1937 
When 


! 

Adam decided to become a 
'found the problem of interesting 
jdealers in its line comparatively 
easy, Mr. Goldberg said. “We dis- 
covered that we were getting much 
more than local acceptance. People 
wandering arouhd the country had 
brought the Adam name into a good 
we never realized it 


places 
was known. 

“We then felt we could expand. 
To lay the foundation for expansion 
first purchased a basic network 
our opening and tied the 
broadcasts in closely with literature 
sent to dealers. By the time our 


shots, 


which | 


uniform broiling at all points. 
Buchanan & Co. is the agency in 
charge, with James B. Zabin ac- 


weekly | count executive. 


Gibbons Appointed 


| The Vancouver Exhibition As- 
sociation, which sponsors the an- 
nual Canada Pacific Exhibition in 


Vancouver, has appointed J. J. Gib- 


bons, Ltd., Vancouver, B. C., as ad- 
vertising counsel. 
Form Segall Agency 

Lee Segall has established an 
advertising agency in the Gibraltar 
bldg., Houston. Aide Marks is ac- 


count executive and art director. 


“You” Opens in Chicago 
You will open a Chicago office at 
360 N. Michigan avenue on May 
1. Frank M. Richardson, 
of Harper’s Bazaar and Mademoi- 


selle, has been named Western man- 
ager. 


Putnam ° KFRO- 


representatives got to these points, 
we found both the dealer and the 
consumer ready to accept Adam.” | 

Although advertising has played 


|}a prominent part in the phenomenal 


advertising 


growth of Adam's 


stressed the | 


the hat concern, 
manager 


|role of merchandising in his com- 


}much 


pany’s program, which centers 
around quality, price and improve- 
ment of the product. 

“We pride ourselves,’ he 
“on making the most of every piece 
of space in our window fronts. We 
devote a lot of time to the develop- 
ment of this service for our dealers 
We help them plan their windows 
and try to supply them with as 

material they need for “~ 
good display.” 

A feature of Adam merchi indising | 
is its “hat of the month.” This, too, 
is typical of the company’s unortho- | 
dox methods, inasmuch 30 days | 
before it is put out, Adam does not 


said, 


as 


aid 


know which hat will be pushed in | 
the special promotion. In that time 
the hat must be supplied to all] 


dealers and the 
material 


necessary promotion 
distributed 
Adam owns 
cities, operates | 
an | 


whole- 


prepared and 

At the present time, 
100 stores in major 
through exclusive 
additional 150, and acts 
to about 1,000 other retailers. 
Glicksman Advertising Company | 


is the agency. 


franchises in 
«ais 


saler 


ANA Elects Chase 


L. C. Chase & Co., New York. 
holstery manutachurer. has 
elected to membership in the 
ation of National 
George F. Ogan, 


ger, will 


up- 
been 
As- | 
Advertisers 
general si 
sent the 


SOc! 


repre company 


| Okla., 


}ing circulation of 


les man- | 


Thomas R. Putnam, formerly | 
with Station KHBG, Okmulgee, 
has been appointed commer- 
cial manager of KFRO, 
Tex. 


New ‘Parents’ ”’ Rate 

Parents’ 
new rate 
January, 


Magazine has 
card, effective 
1940 issue, 
500,000. 


Williams Leaves Shell 
Ray E. 
assistant 
motion 
pany, 


issued a 
with 


Williams has resigned as 
advertising and sales pro- 
manager of Shell Oil Com- 
St. Louis. 


but WHAT ABOUT THOSE 
Merchandise Managers, 
troller, 
responsible for putting your 


in the field. 


30,000 CCA 


for New Automatic 


with a schedule that in- | 
Collier’s, | 


formerly | 


Longview, | 


the | 
and guarantecec- | 


COMPLETE seecreo COVERAGE 


YOUR SALESMAN CAN SEE THE BUYER 


President, 
Advertising and Display Managers—those who are 


those who okay the buying of— 


store equipment for use 

merchandise for re-sale 
Let your advertising message in Department Store Economist 
tell your story to those executives, thus backing up the sales- 
man’s contact with the buyer. 
read Department Store Economist than any other publication 


_ HOUSEHOLD ROBOTS 


| ‘% | 


“With the Farberware Coffee and Broile 
Robot Set, it’s convenient, 
quick, to cook meals right at 
the dining room table!” 
Nina” Higgins Leathe sae 4 “Me Hi 


a baw 


‘No more cunning back and forth w che a ke 
atchen at meal-times. Combine the amazing 
n ‘ROBOT LET mene 
atherware Coffce Robot and Parberware 
Sroiler Robot and you can have all your SSEARERST 
: Orange Juice 
neals right at the table! Shiered Eggo 
Toast + Coftes 


_ tone wEOn 
Tomets Soup 
Chepe 


| aa fa tor 
irseur OFF 


Whee Cafteo’s Dene 7. 


_ KEEPS IT HOT 


The Farberware Coffee Roboa ons 
matically does all the work. You ge 
pertect coffee every ume. No guessing 
no watching, 6 madels. 6. 8 or Ic 
capacity~beauttully chromium. plate 
inside and out. Gcup Robot $9.95 » 
all good stores, In Canada—from $15 


fo sets. tom, with tray, Creamer, sugar 


HE FARBERWARE BROMER ROBOT is different! 11 “Seals In’ 
he Juices ond Flaver + GBroils uniformly at afi points 
t broils, toasts, boils, scews . 

reat, fish, game. eggs. Conven- 
mt, fast, the Farberware Broiler 
oboe will relieve you of work 
ad worry, 5 avweals a day. A qual 
y product—chromium-plated oa 
avy gauge solid brass for severe 
evice, with finest 2-heat electric 


unit. From $6.95 at all goo 
stores. In Canada—from $9.95 

@ From now on, covk everythin 
at the table, with the new Farber 
ware Cotice and Broticr Robo 
Set. It will make meal-times an: 
emtertaining a pleasure 

y ti be 


aed potas 


rae Omrainat S. W. FARBER, lnc, + 941-195 5. Fitth $1. Brooktyn MT 
Tee ew COROT MAME 4» pee cu srorere 


First national copy is released for Farber 
tea, coffee and broiler automatic appli- 


Buchanan & Co. 


ances. 


is the agency. 


Joins Yankee Network 

Frank P. Foster II 
Hearst Radio, has 
|sales promotion 
Yankee 


, formerly with 
been appointed 
manager of the 
and Colonial Networks, 
Boston. He succeeds Carlton Mc- 
| Varish, who becomes head of the 
merchandising and market research 
department. 


Adds Instant Broth 
| G. Washington Coffee Refining 
| Company, Morris Plains, N. J., long 


purveyor of G. Washington Instant 
Coffee, has added Instant Broth to 
'its line. For the present, promotion 


is confined to “Uncle Jim’s Ques- 
tion Bee” on the NBC Blue network. 


‘tele Tulsa Villain 


| H. Vinton Potter, Oklahoma Nat- 
/ural Gas Company has been named 
|president of the Tulsa Advertising 
|Federation. R. C. Keefauver, Mayo 
Furniture Company, and Willard D. 
Egolf, KVOO, are new vice-presi- 
| dents. 


Gets Root Beer 


Chicago Distilled Water & Bever- 
age Company, Chicago, has ap- 
pointed Malcolm-Howard Advertis- 
ing Agency, Chicago, to handle a 
newspaper campaign for Dad's Root 
seer. Arthur Holland is account 
executive. 


OTHER EXECUTIVES—the 
General Manager, Con- 


line ACROSS in the store— 


More of these “Key” people 


Twice Each Month 


cc: ER LD Re “ i afi —— ri | . ANE Get eee see $4 
sy ‘ 5 ; . we, vi RES © a eo 4 : 2 Mm : - *, ‘ mae ea, 05, 2 a “ PP eae wat eee ee 7 , ¢ + ees om oh s Aer 7 ia eee “oe = - on =e a se. Ss Seas ve > 
; | 
= a ee 
- ’ 1r- , oe — 
| — * soos mae, }* 
. ‘ : “ae i we 
; ae - : a 
| | ._”* i e.. Gy) 
ss | mmm Gace SA a 
| a SS a a “ és F, - .- Ve ee a 3 . " , 
ee . en. % SS | "ee A er PRK 
eee “~— 
Epi Bin Bare Yi “sige ue 
* fr : : = p Se ie v 4 iii ze . 
‘ ee | oe ‘9 3 A 4 
° > F ae 
| = a 7 i : 
§ ) 
oll... 4 $4 3 Ootmesi Cookies 
us j ; *" 3 a ' “° ef Cotes 
a . ene 7 _ y ) ==: 
Coox 
© ee 
ee , 
® y 
oe 
irs 7 
ii 
Po | | 
| 
Gimmie | a 
po ee a 
’ ; a “ a 
on bi — 2 
r 7 m : “ig 
‘ : — 
oe : RE a > i ee te oe fi 4 é ya oe a 
e ll [ea ip fit rad | 
. ve sie ¥. <a ie ‘ . | 
3 * er, 8 ie 7 P Fe oe, . oe ' 
¢ “ if : Vow ¥v 2 ia a : ‘ae 
4 > F és; '} : . 3 H ae xs ~ é 
| a fy " ( ae. al b. J \) ¥ a 
ms. pon Te s — 7) ae Po 
y . & a 
ss My - a. pre ; wal usage ee - 
om > _ a | 
f E> > " ont : aff x. , > ‘ Ma ae I 
haa a ti he -. ( 
ie » ii ara — a . 
2 i. ; «ae. wir: Mal ae xe 3 ; 
. . i “ a 
‘ i sone ee pee : 
eS | 
: SS 
pa rebar oe ‘ pixel ig ; ig | 
. he pos Ties if < ro ee € I 
. ,, : re : I 
es ee is - = } 
; & 
Pa ‘ 5 B i; 
Ree : oe 
ne F a 
= 4 4 ee 1 
7 _ = CO fe 
m a s' q ‘4 , . 
ee , ! 
ao Ma : F ~ 
: A a a" 
wr 
> ¥, : 8 
7 — See ton ——— Sl 
_ pee ey EE en ee ee A ree a ae. 3 ss ‘ — RS sei 
wets . - a canal F 
er; Cleveland =x ccton (Y) rusicarion =» Los Angeles 
2.3 
7. e 
4. 


May 1, 1939 


Warns Against 
Direct Mail Names 
from Salesmen 


industrial Admen of 


Detroit Delve Into Mail 
Campaigns 


Detroit, April 25.—The hazards 
nvolved in depending on salesmen 
to aid in compiling fruitful direct | 

| lists and some of the “musts” 


Geller Named Partner 


Max A. Geller is now a full part- 
ner in Lawrence C. Gumbinner 
Advertising Agency, New York, in 
| association with Lawrence C. Gum- 
binner, Milton Goodman and Paul 
G. Gumbinner. 


Cotton Week May 22-27 


May 22-27, designated as National 
Cotton Week, 


prising the Institute of Distribution 
and the Limited Price Variety 
Stores Association. 


Wilson Advanced 


W. W. Wilson, formerly classified 
jadvertising manager, has been 
{named advertising manager of the 
| Index-Journal, Greenwood, S. C., 


ye observed in mail campaigns, | succeeding John Allyn Cheshire, re- 


tood out as highlights of a clinic 
ession on direct mail advertising 


]  Masheters of Detroit. 

The basis for 

nished by H. E. Van Petten, ad- 

tising manager, 

in, B. F. Goodrich Company, who 
sted the following observations: 

|. Direct mail lists apparently 

hange less than 20 per cent in a 

vear, contrary to the general belief. 


2. You cannot rely on salesmen | 


to furnish names for direct mail 
ists. Make it sound easier, by such 
means as asking them to furnish 
a definite number of names. 
Salesmen’s lists have a ten- 
dency to run toward names of men 
om the salesmen already have 
etty well sold, rather than those 
hom they have difficulty in selling. 


or ly 


+. While direct mail will bring 
higher percentage of responses, 
normally, it must be handled more 
carefully than space advertising, 


nee direct mail material can have 
much more of a negative effect on 
the recipient. Overdoing direct mail 

ust be avoided—also dull copy— 

avoid annoying the prospect. 


Should Be Tested 


Direct mail campaigns should 

tested whenever possible by 
sample mailings. 

6. Publication advertisement re- 

prints are ideal forms of direct mail. 

Don’t use trick folds and trick 

es for direct mail. 

Don’t judge the effectiveness 
lirect mail by number of in- 
es unless number of inquiries 
iat you are really after. 

[In the discussion which followed, 


L.s 


Thompson, of Larrowe Milling 
Company Division, General Mills, 
ited that his company’s experi- 
ence has been that for large num- 


of prospects, such as the farm 
ket, space advertising is less 
tly than direct mail for the same 
ectiveness, all other things being 
al 
Also participating in the discus- 
in were Bruce Morse, Square D 
Company; Henry Doering, Truscon 
Laboratories, and president, Indus- 
11 Marketers of Detroit; E. C. 
Howell, Carboloy Company; L. D. 
Worden, Morse Chain Company; 
Charles Schweim, Schweim Agency; 
W. J. Chappell, Timken-Detroit 
Axle Company; Joseph Geschelin, 
Detroit editor, Chilton Publications; 
Unwin, ‘Unwin Agency: T. B. 
loule, Ex-Cell-O Corporation; Ed 
y, Udylite Company, and A. F. 
ham, Denham & Co. 


ett 


Becomes Semi-Monthly 


\utomotive Industries, Philadel- 

. Will be changed from a weekly 

semi-monthly publication, ef- 

ective with the May 1 issue, and 

ereafter will be published on the 
ind 15th of each month. 


Pfeiffer Names Maxon 


‘feiffer Brewing Company, De- 
has appointed Maxon, Inc. 


Detroit, as advertising counsel. 


spapers, radio and posters will 
ised. 


the discussion was | 


Mechanical Divi- | 


i 


| 


signed. 


April meeting of the Indus- | Dexta to Seidenbaum 


Dexta Company, New York, has 
named William G. Seidenbaum Ad- 
vertising Agency, New York, to han- 


will be promoted by | 
the 109 chain store companies com- | 


STYLE DISPLAY GIVES ILLUSION OF COOLNESS 


dle promotion of Dexta, a new 
|cleansing powder for aluminum 
ware. 
Griffin to BBDO 

Z. Wayne Griffin, formerly with 
Station KHJ, has been appointed | 


head of the radio department of | 
| Batten, Barton, Durstine & Osborn, 
Hollywood. 


EGARDLESS of depressions and 
recessions, the Dealer Identifi- 
cation Service in classified tele- 


phone directories has registered 


gains year after year. 


This consistent record suggests 
that the Classified must be a produc- 


tive advertising medium—one that 


gets results. 


And it does get results because 


Glasses six feet tall are being used by the Gernes Garment Company, Kansas 
City, to dramatize the summer comfort of its offerings. The glasses, complete with 
straws, lemon slices and cherries, are made of Monsanto Vue-Pak plastic. 


it is such a popular buying guide. 
Surveys made in representative com- 
munities and at various times show 
that nine out of ten telephone sub- 
scribers refer to the Classified for 


buying information. 


The advertiser whose trade mark 
and local outlets are listed (see ex- 
ample) is all set to profit from this 
buying habit. 


Monon Makes 
New Bid for 
Hoosier Travel 


Chicago, April 25.—“‘*The Execu- 
tive,” a new train which will allow 
| Indianapolis business men to jour- 
ney to Chicago, spend four hours 
in the Windy City, and get back 
home in time to climb into their 
own beds at a _ reasonable hour, 
made its bow this week, amply sup- 
ported by advertising in newspapers 
of Indianapolis and other cities on 
the Monon route. 

The new train will leave Indian- 
apolis at 9 o’clock, reach Chicago at 
1, and begin the return trip at 5 as 
“The Hoosier.’ Most of the adver- 
tising to be used for the new serv- 
ice will be 660-line insertions. 
United States Advertising Corpora- 
tion handles the account. 


John Budd Co. Named 

The John Budd Company, New 
York, has been appointed national 
advertising representative of Daily 
| Town Talk, Alexandria, La. 


RDS a 
Alley & Richards Moves 

Alley & Richards Company, New 
York, has moved to larger quarters 
in the same building, 370 Lexington 
avenue. 


DIRECTO 


CLASSIFIED TELEPHONE 


| Typewriters | 
»- 4394 MOTAL i 
as New Easy- -Writing By 
ve 3650 “wor TS — Royal ROYAL 
Typewr s _ 
068 ith Touch A 
sn be ear Oy for oes. Oe wn 
tent 39 — s a serv rentals, supplies. 
ntie-2549 a 
“WHERE TO BUY THEM 
‘aoe OFFICE 
BRANCH 
ye- 3601 
“3300 ROYAL TYPEWRITER CO .1NE., ,, as nind 4-4800 
bey DEALERS 
PORTABLE ; 
Alcon iter Co 238 ee _ WO rth 2-5848 
‘ aa 45th. ve, MU rryhil 2-44" 
| aLte TYPEWRITER EX! sete. os ; 
TYPEW 
e . sal All Makes 
nes 2 Bee 590ee 


AMERICAN TEL. & TEL. CO., TRADE MARK SERVICE DIVISION, 
195 Broadway, New York (EXchange 3-9800) or 311 West 
Washington Street, Chicago (OFFicial 9300). 
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Leo Nejelski Is 
a Photographer 
and Author, Too 


Chicago, April 26.—Leo Nejelski, 
the advertising expert who guides 
the plans and policies of Swift & 
Co., has re- 
vealed himself 
considera- 
expert in 
another if 
unrelated 
field, photogra- 
phy, with pub- 
lication expect- 


as a 
ble 

still 
not 


ed shortly of 
his new _ book, 
“The Camera 
Eye.” 


Although Mr. 
Nejelski’s activ- 


Leo Nejelski 


ities in this 
field may be new to the adver- 
tising fraternity, they are not 


those in the photographic world 
Mr. Nejelski has been at it a long 
time, and that he 
he speaks is attested by some 
his pictures accepted by salons in 
many parts of the world. 

In recent years these prints have 
emerged from the darkroom he 
maintains in his suburban Beverly 
Hills home, a place in which he 
spends such spare time as the Swift 
post allows. 

Unlike many photographic writ- 
Mr. Nejelski feels that one can 
take pretty good pictures with al- 
most any kind of a camera. He 
indicates that good equipment is 
naturally a help, but 
that the main idea is to be able to 
see a picture before the shutter 
clicks. Too many of those who pur- 
chase a camera, he says, “‘shoot” the 
wife, the kids, the house and the 
dog and then ask, “What next?” 
Plenty, answers Mr. Nejelski, if one 
will use the brain as well as the 
optic nerve. 

Largely non-technical, the 
analyzes the photographic possibili- 


ers, 


book 


lis the 


knows whereof | the 
40 of | to its place on the retailer’s counter. 


|the interdependence 


‘this might be 
| dustry. 
to | the farmer's problems, those of the 


ties for the amateur in many 
A chapter that comes close to home 
one on “Picture an Indus- 
ory.” 

Camera Can Aid Business 


“For the serious 
the cause of business,” he says, “‘the 
camera should prove an invaluable 
aid in building understanding. The 
camera deals with reality. Its prod- 
uct is believed because it is almost 
impossible to deny.” 

Contemporary society, he com- 
ments, is highly skilled and highly 
specialized, with each individual de- 
pendent upon every other specialist 
whose function is necessary to the 
other. 

“What better way is there to show 
of people than 
by picturing it?” 

And taking his own business as 
an example, Mr. Nejelski shows how 
done in the meat in- 
Pictures would deal with 


|commission men and_ processors. 
Still another phase would deal with 
distribution of meat right down 


!Such a_ series, according to Mr. 
Nejelski, would be invaluable in 
‘helping anyone affected by any 


phase of this complete process to 


understand why and how he was so 
affected. 

The book includes a brief intro- 
duction by Valentino Sarra, na- 
tionally known Chicago photog- 
rapher. It will be published by 
Knight Publishers, Inc., New York 


-NNPA Elects Monk 


emphasizes | 


| 
| 


Arthur J. Monk, of the Toronto 
Globe and Mail, has been elected a 
member of the National Newspaper 
Promotion Association. 


Sutton Changes 


Felix Sutton, formerly of Lord & 


| Thomas, and previously with Brown 


& Tarcher, has joined Brown & 
Thomas Advertising Corporation, 
New York, as a member of the copy 


| department. 


—_—: we oe 


ee (exclusive of automotive) 


¥ 


Standard Pate and Data 


Listina 
Kvecutive Office Ie 


IN REVIEW STAR 


Compare this gain with average loss for 52 cities 
‘gen. advertising exclusive of automotive) of 7.0‘, 
Authority for these figures Media Records; Inc. 


Hempstead— Lunhbrook 
Ai’ ‘ ‘entre \ ) 


fields. | 


Getting Personal 


protagonist in | 


That familiar voice heard over the airwaves a few weeks back 
as interlocutor of an all-amateur minstrel show on Fels-Naptha’s 
“Hobby Lobby” program belonged to none other than Lee Bristol, v. p. 
in charge of advertising of Bristol-Myers Company. 

War clouds don’t bother George Rumage, a. m., Instructor maga- 
zine. He is now in Europe, and will visit England, Belgium, The 
Netherlands, France, Germany, Switzerland, and Italy. . . John Karol 
and Douglas Coulter of CBS have 
a speaking date with the Trade 
Association Executives in 
Gotham May 5... 

Give T. K. Almroth a. m., 
Owens-Illinois Glass Company, 
half a chance, and he’ll tell you 
about making an inspection tour 
of a company plant at the unholy 
hour of 1:30 a. m. .. C. A. Tat- 
tersall, ad boss of Niagara Hud- 
son Power Corporation, has suc- 
ceeded Henry Obermeyer, asst. 
v. p. of Consolidated Edison 
Company, as chairman of the ad- 
vertising committee of American 
Gas Association. 

Those who wonder how 
come Charlie Murphy, the law- 
yer who twice headed the Ad 
Club of N. Y., is such a familiar 
figure in advertising should learn 


BERMUDA HOLIDAY 


that he was once assistant a. m. . 

of the Texas Company. Ed F ; P .. 
. ; lville P ht), + 

Kobak, v. p., Lord & Thomas, =. Séevine Svico (nents. savertins 


manager of The New Yorker, with Ralph 
Walker, architect, who designed many of 
the buildings at the New York World's 


Fair, relax in Paget, Bermuda. 


speaks this week before the As- 
sociation of Advertising Men... 

E. Lansing Ray, Jr., secre- 
tary of the St. Louis Globe- 
Democrat, and son of publisher 
E. L. Ray, had a busy week in Manhattan. In town for the ANPA 
shindig, he also managed to find time to serve as a judge for the 
Josephine Snapp award, and serve as “advance man” for the St. Louis 
Ad Club’s participation in AFA’s June convention. Ray heads the 
club... 

Merrill B. Sands, pres., Dictaphone Sales Corporation, will give 
away daughter Dorothy at a fall wedding. . . If Fred Beazley, Jr., a. m 
Atlantic Company, Atlanta brewer, and Lynn B. Clarke, v. p., Dona- 
hue & Coe, are a touch tired these days, there’s reason a-plenty. They 
covered 5,000 miles in seven Southern states in four weeks, holding 
21 dealer meetings and arranging for newspaper merchandising. . . 

Calling all ex-Liberty men: A dinner to celebrate the founding 
of Liberty 15 years ago is set for the Williams Club in New York, 
May 12, and some 50 former employes are expected. The alumni 
committee of A. S. Whidden of Curtis Publishing Company, Donald 
A. Tyler of Time, A. C. Kleberg of The American Weekly, and Phil 
Willcox of Parents’ Magazine are on the search for all those connected 
with the original Liberty organization. . . 

Bill Ward, s. m. of du Pont’s Plastics division, lays claim to top 
rank as a flying salesman. He has 348 hours flying time to his credit 

. WOR’s Dave Driscoll sneaked away and told it to a preacher last 
week. . . 


“MARK THIRTIETH ANNIVERSARY OF AGENCY 


the 

Stanley Nowak, general sales manager, Schick 

Winthrop Hoyt, president of the agency; and Judge Samuel E. 

brother of the agency's founder and president of the Amateur Athletic 
Union. 


At the 30th anniversary dinner of Charles W. Hoyt Company, New York, 


camera catches (left to right): 
Dry Shaver, Inc.; 
Hoyt 


lives in Jer- 
up to a series of 


Jim Cawley, of Factory Management & Maintenance, 
sey and is an enthusiastic photographer. It all adds 


pictures of his home state, to be published by Princeton University 
Press under the title, “Historic New Jersey in Pictures.” Advance 
orders indicate heavy sales, he reports. . . 


Martin D. Billstone of Cluett, Peabody & Co., 
of Botany Worsted Mills, Louise Huston of 
poration, and Pauline Alper of Amcrican 
among the merchandising executive 
final consumer information forum 

Thomas H. Beck, president, 


Gertrude M. Hogan 

American Bemberg Cor- 
Viscose Corporation were 
sharing speaking chores at the 
sponsored by Ad Women of N. Y 


Crowell Publishing Company, is the 


sponsor of a unique mass education course in New Mexico in which 
high school students are taught aviation in a flying schoolroom. He 
expects the idea to be adopted for nationwide use 

Milo Smith, a. m., Chicago Bridge & Iron Works, met with a cold 
shoulder when, accompanied by Mrs. Smith, he journeyed south last 
week to bring back summer In Pensacola it was chilly, but the 
elusive balminess was finally captured en route north Golfing at 
Biloxi was reported as “swell”. A stopover at New Orleans was also 
included in the itinerary 

H. E. Christiansen, whose unbounded vitality makes him the envy 
of his associates at Henri, Hurst & McDonald, Chicago, has taken on 
added responsibilities as a new officer of the Economic Club... 

Sewall “Tony” Voran, Detroit representative of Capper Publica- 
tio has announced the al of daughter Lynn Denise on Ap 
0 


AP Weighs News 
Sale on Sponsored 


Radio Programs 


New York, April 26.—Altering 
| the position taken last year, when it 
| declined to permit commercial 
| sponsorship of its news on the 
radio, the Associated Press, at its 
annual meeting here this week, 
voted favorably on a resolution to 
|have its board of directors give 
|consideration to the requests of 
some members for such programs. 

The action came as the result of 
favorable sentiment for a revised 


policy, expressed at several state 
meetings of publishers. The reso- 
j lution read: 

“Whereas, during the past few 


months a_ substantial number of 
state meetings, following a full dis- 
cussion by members of radio broad- 
casting, have requested the board 
of directors again to consider the 
question of the use of Associated 
Press news in sponsored programs, 
and 


Substance of Resolution 


“Whereas, an increasing number 
of member papers have been com- 
pelled to purchase the news of com- 
peting agencies for such sponsored 
programs, and that an impairment 
of state circuits and loss of mem- 
bership and territorial representa- 
tion in the news reports is threat- 
ened, therefore 

“Be It Resolved, That the board 
of directors be urged to give con- 
sideration to the problems presented 
and that interested members be 
afforded a full opportunity to appear 
| before the board and present such 
|recommendations and suggestions as 
‘| they may see fit to offer 
| Six AP directors, whose terms 
lare about to expire, were elected 
las follows: W. H. Cowles, Spokane 
Spokesman-Review; E. Lansing Ray, 
St. Louis Globe-Democrat, Colonel 
Robert R. McCormick, Chicago 
Tribune; George B. Longan, Kansas 
City Star: L. K. Nicholson, New 
Orleans Times-Picayune; and Stuart 
H. Perry, Adrian Telegram. 

Robert McLean, president, Phila- 
delphia Bulletin, was re-elected 
| president of the AP and E. Lansing 
Ray and Stuart H. Perry were 
named first and second vice-presi- 
| dents. 


| Goldsmith wh Seunwe 


Edward Goldsmith, formerly 
| financial editor of the Philadelphia 
Record, has been appointed head of 
|research for Aitkin-Kynett Com- 
| pany, Philadelphia agency. 


Knight Joins NNPA 

Frank A. Knight, promotion man- 
ager of the Gazette, Charleston, W 
| Va., has been elected a member of 
\the National Newspaper Promotion 
Association. 


McGraw-Hill Elects Rudd 


J. H. Rudd, 
ager in the 
elected a 
| Graw- Hill 
| New York. 


district sales man- 
Atlantic area, has been 
vice-president of Mc- 
Publishing Company, 


In Syracuse... 


| WSYR delivers 
| a plus audience 
| with its large 
farm following. 
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ADVERTISING AGE 


Promotion 
Review 


A shipment of pay dirt has just 
arrived from WIBW, Topeka, Kan., 
in a neat little box, about the size 
ef the boxes we used to get $2.50 
gold pieces in before such things 
became verboten. The mailing tag 
which came with it explains “this 

pay dirt is actual Kansas soil. It’s 
; art of the actual ground on which 
and in which WIBW’s new $70, 000 


transmitter is located.” 
* a * 


WWL, New Orleans, has sent out 
a folder containing proofs of some 
f its ads in the trade press, along 
‘ith the story of its regular daily 
advertising campaign in 38 news- 
papers, which is designed to enlarge 
ts listening audience. An effective 
oul is a sheet from a shorthand 
notebook clipped to the front cover, 
ond carrying a shorthand message 
from Marion McClaskey, secretary 
‘o Vincent Callahan, station man- 
ager. The message is addressed 
all in shorthand, of course) to fel- 
low secretaries, and begs their in- 
dulgence in seeing that the boss 
actually gets the folder. 
a * oe 

Among radio station promotion 
ent out recently the list of adver- 


tisers on WKRC, CBS Cincinnati 
tation, which is “almost a yard 
long” and has a reproduction of a 


yardstick in the margin to prove it, 
is one piece that caught our eye. 
WHO. Des Moines, has produced 
nd is distributing the fourth edi- 
tion of its “Picture Book,” a sub- 
stantial volume telling the station’s 
story in pictures, and designed pri- 
marily for listeners, to whom it is 
old for 25 cents. KOA, Denver, 
ssues a two-color and silver broad- 
side to prove its drawing power, 
nd KPO, San Francisco, has a neat 
elf-mailer which points out that if 
East were West, Buffalo, Boston, 
Pittsburgh, Philadelphia, Washing- 


ton and New York would all be in 
the station’s primary coverage area. 
% a * 

The American Home stresses a 
bonus of 696,000 families during the 
months of June, July and August 
in an attractive two-color broadside 

hich points out that it is deliver- 


232,000 circulation 
rer of its guarantee 


monthly in 
of 1,300,000. 


Newspaper Drive 
for Bab-O Cleanser 


B. T. Babbitt, Inc., New York, has 
launched a spring campaign, featur- 
ing a premium offer of a Cannon 
dish cloth, for Bab-O cleanser. 

Five hundred line insertions in 
14 newspapers in the metropolitan 
area will be used through May. 
Copy emphasizes the offer of the 
dish cloth for one cent with the pur- 
chase at regular price of two cans 
of Bab-O. Blackett-Sample-Hum- 
mert, New York, is the agency. 


To Exhibit Industrial Ads 
Forty industrial advertising cam- 
paigns which have been selected by 
ten business paper publishers as be- 
ng the most successful of current 
opy in their papers will be ex- 
hibited by the Engineering Adver- 
ul Association, Monday evening, 


isers 


May 8, at the Electric Club, 20 N. 

Wacker Drive, Chicago. A jury of 

eight authorities on industrial ad- 

vertising will analyze the exhibits 

and discuss the points which they 

believe have made the campaigns 
cessful. 


Brown & Thomas Named 


Brown & Thomas Advertising 
Corporation, New York, has been 
ap} ointed by the Reproduction 


hQ\ 


lipment Corporation, New York, 

prepare campaigns for Zeno- 

staph, a copying machine for office 

and Zeno Safelite paper, used 

make photographic prints with- 
dark room. 


WANTED: H Advertisers seeking a 


Direct Mail Idea to get their message read 

—sept remembered and produce results! 

~-<ommodate mailing lists with as little as 
| 400 names. No production problems. FOTO 
“WS. 55 West 42nd St., New York. N. Y 
<Ungacre §-1777 


Criminal Penalty 
in Fair Trade 
Ruled Legal 


Boston, April 27.—Provision for a 
$500 penalty in a fair trade law 
would not be unconstitutional, State 
Attorney General Paul A. Dover 
ruled this week in response to a 
query by a committee of the state 
legislature. 

“The creation of a criminal pen- 
alty for violation of a statute which 
protects the general welfare by 
properly forbidding what the legis- 
lature has reasonably deemed un- 
fair or injurious to the public does 
not of itself render such a statute 


| unconstitutional,” said the 


| general. 


attorney 


Legislature Is Judge 


“The legislature is the sole judge 
as to the policy, wisdom and ex- 
pedience of statutes enacted under 
the police power. The courts will 
not interfere with the discretion of 
the legislature in such exercise of 
the police power so long as it keeps 
within the fair and reasonable scope 
of such powers.” 

The reason for the inquiry is un- 
known, as no amendment to the 
Massachusetts fair trade law has 
been introduced in the 
The clarification of the 
however, suggests a new line of at- 
jtack by fair trade proponents. 


legislature. | 
situation, | 


Atlantic Council 


Re-elects Goldman 


M. E. Goldman, of Aitkin-Kynett 
Company, Philadelphia, has been 
re-elected chairman of the Atlantic 
Council of American Association of 
Advertising Agencies. 

H. K. Dugdale, Van Sant, Dugdale 
& Co., 


ing Agency,  secretary-treasurer. 
The Council’s representative on the 
national executive board will be C 


H. Eyles, Richard A. Foley Adver- | 
tising Agency. 
To Aitkin-Kynett 

Minter 3rothers, Philadelphia 


confectionery manufacturer, has ap- 
pointed Aitkin- Kynett Company, 
| Philadelphia, as advertising counsel. 


was renamed vice-chairman, | 
and W. M. Ecoff, Oswald Advertis- | 


Accounts to Sudler 
Culbreth Sudler Advertising Com- 


pany, Los Angeles, has been ap- 
pointed to handle the following 
accounts: Seal-Tite varnish and In- 


sta-Kleen cleaner, using newspapers 
and radio; Junior Midgets of Amer- 
ica, magazines, automobile publica- 
tions and newspaper comic sections; 
Ohlsson Miniatures, miniature mo- 
tors for model airplanes, fan maga- 
zines. 


Davis Promoted 
Guy Davis, formerly account 
executive, has been appointed man- 


ager of the Chicago office of Beau- 
{mont & Hohman. 


Bruce Wallace, 
formerly with Campbell-Ewald 
Company and_. Blackett- Sample- 
Hummert, has joined the agency’s 


| creative staff in Chicago. 


SETOPTE: 
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17 STA 


WNAC Boston 
WTIC Hartford 
WEAN Providence 
WTAG Worcester 


JBridgeport 
Wwice (New Haven 
WNLC 


New London 


WCSH Portland 
WLBZ Bangor 
WFEA Manchester 


TIONS 


WSAR Fall River 
WNBH_ New Bedford 
WHAI Greenfield 
WBRK Pittsfield 


WL L H — 


Lawrence 


WLNH Laconia 
WRDO_ Augusta 


Lewiston 
WCOU ye wn 


= 
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THE YANKEE NETWORK, INC. 


Attracts 3,000,000 


ee ee 


i> a Bie - <. 


Spending Vacationists 


PENDING with the same gay abandon with which they 
drive tennis balls across the net, New England's extra 
summertime population of 3,000,000 vacationists offers an 


active, rich market. 


Merchandise purchases of every conceivable nature are 
made by these liberally-spending vacationists in order that 
all their living requirements and recreational interests may 


be gratified. 


You can reach this tremendous market of vacation-time 
spenders through the |7 stations of The Yankee Network. 
Whether they are fishermen following the trout streams, 
campers in mountain and lake regions, tourists on the high- 
ways, guests at swanky resorts or in more modest surround- 
ings—The Yankee Network reaches them all. Radio equipped 
automobiles, boats, cottages and hotels make Yankee pro- 
grams available anytime, anywhere. 


New England's 3,000,000 vacation guests are your plus 
audience. Add this to the regular Yankee audience in the 17 
important trading areas and you have a responsive market 


of extraordinary size. 
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COME TO 
| BALTIMORE 


FOR THE 


‘PREAKNESS’ 


America’s richest 
3-year-old Race 


PIMLICO 
Saturday, May 13 


WFBR and all Baltimore invite 
you to the greatest sporting event 
in Maryland—the historic 
PREAKNESS horse race— 
engaging the best 3-year olds in 
the U. S. with a purse of over 
$70,000. Run at Pimlico — the 
famous course of the Maryland 
Jockey Club. 


BUT IF YOU 
2 CAN‘T COME 


LISTEN! 


The PREAKNESS 
will be broadcast by 


WFBR 


on the entire NBC 

Red Network and 

Maryland Coverage 
Network 


SPONSORED BY 


AMOCO 


(American Oil Co.) 
5.15 Eastern Standard Time 


Another scoop for WF BR! Mary- 
land’s favorite station caters to 
Maryland’s favorite sport and 
brings Maryland’s greatest race to 
the entire nation! 


Marylanders are 
“crazy about horses . 
WEBR is the official 
broadcasting station 
for Md. Jockey Club. 


WFBR_ broadcasts twice daily 
direct from the Pimlico race track 
“The Pimlico Press Box.” Just 
another case of earning public 


| Local Flavor 
means Local Favor! 


NATIONAL REPRESENTATIVES ——— 
EDWARD PETRY & CO. — 


ON THE NBC RED NETWORK §f 


¥ 
. 
- 


%, 


Legislation Urged 
by FIC Adviser 


| Advertising" 


Washington, D. C., April 
| Branding the federal food, drug and 


25,.— 


cosmetics act as a statute which still | 


permits the purveying of dangerous 
|drugs to the public, K. E. Miller, 
| medical adviser to the Federal Trade 
|Commission, today urged a confer- 
of state and territorial health 
|officers to work for the of 
state laws outlawing such products 
|Pending the achievement of this 
goal, he said, those entrusted with 
protection of the public health must 
publicity to make the public 
aware of the danger confronting it. 

Dr. Miller, who is senior surgeon 
of the United States Public Health 
| Service, named bromides and acet- 


;ence 


passage 


use 


It was evident, however, that he 


had many others in mind as he de- | 


| livered a bristling address which in- 
once the suggestion that medical 
men be given a greater voice in the 
| proceedings of the FTC. Such an 
'arrangement has already been con- 
|cluded on the Pacific Coast, he said. 
| “The Federal Trade Commission 
}eannot suppress the of any 
| product,” said the doctor, discussing 
|his main theory. “All it can do 
| to suppress false and misleading ad- 
|vertising. Insofar as frankly dan- 
drugs concerned, the 
obligation of health agencies in con- 
| ducting systematic campaign of 
lexposition and warning against 
them can hardly be questioned. 


sale 


is 


gerous are 


i 
i 


Law Held Inadequate 


bor- 
insidious 
damage is being done, yet the dam- 
not sufficiently acute to 
justify action from the standpoint of 
|immediate danger. A splendid illus- 
| tration of this the headache 
lremedies employing acetanilid and 
bromides. The accumulated evi- 
|dence is such as to establish beyond 
)a doubt that these products are the 
|}source of widespread chronic pois- 
j}oning. The most that can be done 
|under the federal laws is to require 
an appropriate warning on the label 
|and in the advertising 

| “It may be possible in some in- 
to the passage of 
| state and local laws against the sale 
of these products. There is, how- 
law which transcends all 
This is the law of diminished 


|sales returns. When the public be- 


“There are, however, many 


|derline cases wherein vast 
is 


age as 


1s 


stances secure 


ever, a 


| laws. 


icomes sufficiently aroused to the 
;evils of such products, their fears 
lare reflected in a lessened buying 
| response. This is the one law that 
is more potent than all others in 
| inducing manufacturers to revise 
their formulae in the interests of 
‘safety. State and local health au- 
| thoritie can, through properly 


executed publicity measures, creat 
this reaction against all proprietary 
products containing deleterious 
|drugs and it ts believed to be then 
| public health duty to do so.” 

The phase of Dr. Miller’s address 
| dealing with revision of the methods 

f the FTC, hardly striking 
bel his other views, fol- 


ke ws: 


less 
Was as 


Medical vs. Legal 


| “When a complaint is issued by 
ithe Federal Trade Commission, 
formal hearing of evidence on both 
sides is mandatory, unless answers 
admitting the facts are filed or 
stipulations as to the facts are 
signed by the respondent. It is the 
general policy of the Commission 
to hold these hearings in the locality 
from which the product originates. 


a 


This naturally involves expert med- 
lical testimony. State and _ local 
lhealth officers, being thoroughly 


familiar with the local medical pro- 
|fession, can be of invaluable assist- 


lance in this connection 


“Heretofore these contacts with 


Calls Public ‘Potential! 
Victim of Unscrupulous 


anilid as drugs deserving extinction. | 


——e 


ONE PONTIAC THAT'S NOT GOING TO BE SOLD 


| 
| 
| 


| medical 
| attorneys 


men have been made by 

of the Federal Trade 
|} Commission. This I regard as highly 
| objectionable on the ground that 
|medical problems should be handled 
through medical contacts. As the 
medical representative of the Fed- 
|eral Trade Commission, I am at- 
_ tempting to handle the medical con- 


tacts myself insofar as possible. It 
is, however, manifestly impossible 
|for me to make all the necessary 
| medical contacts for securing expert 
witnesses whenever and wherever 
they are required. There are, for 
instance, a group of cases to be 
tried in one of the Pacific Coast 
states. It is impracticable, as well 


as expensive, for me to make a trip 
to the West Coast to interview phy- 
sicilans in the interest of securing 
their services as expert witnesses. 


| “It would, however, be a com- 
| paratively simple matter for the 
state or local health officer acting 
jon behalf of the FTC to request 


the services of suitable men for this 
} purpose 
ments of 


|} been carried out. 


In two instances arrange- 
this kind already have 
If the control of 


vicious advertising has any public 
jhealth significance at all, which 
‘cannot be denied, then it i: plain 
|that state and local health agencies 
|have a distinct responsibility to ren- 
der every reasonable assistance in 
forwarding this enterprise. I am 


itherefore beseeching your coopera- 
| tion to this end.” 


| "= _ 
Figures on Advertising 


Having taken the viewpoint that 
| virtually all advertising of cosmet- 
ics, dentifrices, proprie- 
and “miscellaneous 
gadget: including healt} 
vicious, Dr. Miller undert 


prove that such advert 


perfumes 
tary medicines, 
foods, is 


to 
heavy 


ook 


ing 


& Is 


jin volume He surmounted this 
hurdle with ease, asserting that “a 
fair approximation” of the money 


spent in promotion of such products 


is a billion dollars annually. He 
divided this as follows: 
Cosmetics, perfumes and denti- 


; 24 $400,000,000; proprietary 
medicine $500,000,000: 
| laneous, including health foods and 
| gadgets or devices alleged to im- 
lprove health, $100,000,000 

One of the highest of 
ithe cost of all advertising done in 
lithe United States in recent 
l|appeared in “Domestic Commerce,” 
publication of the United States De- 
|partment of Commerce, in May, 
| 1937 It gave the annual total 
'$1,506,000,000, attributing this esti- 
mate to Homer Buckley, eminent 
Chicago direct mail specialist. Apb- 
VERTISING AGE’S own estimate for 
1937. based on the figures of Pub- 
llishers’ Information Bureau and 
other statistical organizations, is 
$891,439,000, this figure, of 


ces, 


miscel- 


estimates 


years 


as 


course, 


ihave 


ee 


mit paki 


SN aE 


A Semewa 


Sas 
Cee 


A transparent Pontiac, said to be the first such car ever constructed in the United States, 
York World's Fair by the Fisher Body division of General Motors. 
of interior bracing and working mechanism of the no-draft ventilation developed by Fisher. 
ing the model are (left to right): Thomas P. Archer, director of operations; Edward F. Fisher, general manager, and William 


S. McLean, director of advertising. 


including advertising of all 
ucts in all media. 

A specific figure for 
under discussion was 
vember, 1938, by P. 
chairman of the Drug, 
Allied Trades Section 
York Board of Trade. 
that 1938 advertising of drugs and 
cosmetics reached the _ total of 
$100,000,000 and predicted that 1939 
expenditures would approximate 
$114,000,000. Mr. Dinkins vice- 
president of American Cyanamid & 
Chemical Corporation. 

Dr. Miller also asserted that ad- 
vertising experts have developed a 


prod- 


the products 
made in No- 
M. Dinkins, 
Chemical and 
of the New 


IS 


working formula “which calculates 
one-third of gross sales price for 
expenses of manufacture and dis- 


tribution, one-third for profit, and 
one-third for advertising.” 

He added: “This should serve as 
ample evidence of the vital part 
advertising plays in the merchan- 
dising of proprietary medicines and 
cosmetics. It is indeed the life blood 
of the business. This, being the 
case, the quickest and surest way 
to paralyze unwarranted exploita- 
tion of product through the 
regulation of its advertising.” 


a is 
Viewpoint of Expert 

An expert in this field consulted 
ADVERTISING AGE admitted that 
doctor’s estimate would not 
been far out of line 25 years 
ago. Unhappily, he pointed out, the 
golden of and the tax 
has made it impossible for 
large companies to make anything 
‘mbling such a favorable 
today. The corporation 


by 
the 


labor 


age 
assessol 
show- 


which 


rese 
ing 


He estimated | 


will be exhibited at the New 
A new glass-like plastic enables an x-ray’ inspection 


Fisher Body executives inspect- 


can meet the union scale, taxes and 
surtaxes, and have 10 per cent left 
for its stockholders in 1939, the 
exception rather than the rule. 
“The damage wrought by harm- 


1S 


ful self-medication,’ Dr. Miller 
said, “is not reflected in the mor- 
bidity and mortality reports. They 


are, nevertheless, real. Among the 
host of preparations sold for self- 
medication, the following will be 
recognized as familiar to all: 


“Victims of Unscrupulous” 


“Analgesics of various kinds, in- 
cluding headache remedies, and 
other pain killers, nerve sedatives, 
asthma cures, hyperacidity of every 
description, skin disease remedies, 
hair and scalp treatments ad nau- 
seum, skin whiteners and _ beauty 
preparations of every classification, 
drink habit cures, epileptic cur 
rheumatic cures and a host of others 
too numerous to mention. 

“This list, though much abbrevi- 
ated, nevertheless sufficient to 
bear out the idea that every man, 
woman and child is daily the poten- 
tial victim of unscrupulous adver- 
tising, which may result not only in 
damage of the pocketbook, but to 
health as well.” 


is 


Covering 1939's 
Golden Market 


BEVERAGE RETAILER WEEKLY 
ie ewspaper of the 
Beer, Wine « Liquor In 


1819 Broadway, New York, N. Y. @ Circle 6-8181-2-3-4 
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Stresses Research 
as a Vital Front 


for Newspapers 


Anderson Tells ANPA 
of Potential Value in 


X-Ray Studies 


New York, April 26.— News- 
papers can successfully compete 


with other media for a larger share 
of the advertiser’s dollar if they 
will demonstrate the potency of this 
medium through use of the research 
techniques profitably employed by 
magazines, radio and outdoor ad- 
vertising, Harold W. Anderson, of 
the American Institute of Public 
Opinion, told the ANPA Bureau of 
Advertising session today. 

Commenting upon the many 
changes which have taken place in 
readership evaluation techniques, 
Mr. Anderson recommended an 
x-ray examination for newspapers 
“to reveal the hidden assets which 
are lying dormant beneath the sur- 
face.’ Other media, he said, could 
never have gained the revenue they 
have without showing the adver- 
tiser, by means of impartial and ac- 
curate research, just what he might 
expect for his dollar. 

Mr. Anderson indicated that there 
is still much to be exploited in 
newspapers. He recalled an earlier 
era when comic sections were con- 
sidered merely as a routine part of 
Sunday newspapers, and when 
there was even talk of dropping 
publication on that day. 


Cites Comics’ Growth 


“For years and years, newspaper 
publishers continued to print these 
color comics with the feeling it was 
a necessary evil to keep adolescent 
America out of mischief on the Sab- 
bath. Circulation departments 
found they had circulation value, 
but it was considered a section of 
primary interest to children. No 
thought had ever been voiced that 
these sections might produce reve- 
nue for the Sunday newspaper.” 

A research study by a then ob- 
secure professor of journalism 
(George Gallup) proved the start- 
ing point, Mr. Anderson said, for 
the development of comic sections 
advertising, a development which 
would not have taken place with- 
out the research report backing up 
an enterprising salesman’s selling 
points. 

“It is this type of diagnosis which 
should pay dividends to the entire 
newspaper industry,” he added. 
“What other veins of gold in daily 
newspapers remain undiscovered? 
What new potential advertising so- 
licitations are just beneath the sur- 
face waiting to be revealed by an 
X-ray examination?” 

New types of research, he com- 
mented, rising since the depression, 
began exactly where the Audit Bu- 
reau of Circulations figures stop. 
Advertisers no longer permit them- 
selves to believe that 85 per cent 
of the advertising dollar is wasted, 

th the compensation coming from 
profit on the other 15 per cent. 


All Advertising Gains 


The type of research, begun by 
Dr. Gallup and continued by Starch 
and Clark and, in radio, by the 
‘ rossley reports, Mr. Anderson said, 
‘has created a type of competition 
Ong advertisers which has 
worked to the benefit of all adver- 
Using.” Advertisers spending large 
sul in either magazines or radio, 
he added, will not continue to spend 
this money unless they know what 
type of an audience their copy is 
ning. 
ilar studies in newspapers, he 
ted, will bring to light facts 
newspaper reader appeal 
will challenge and perhaps 
all the glamor which has 
attributed to the successful 
of the air. More specifi- 
he declared, “A careful study 
eading habits of American 
apers will enable newspapers 
country, without adding one 
to their operating expenses, 


Ss 


Dee, 


to double the ‘actual’ circulation 
which they now deliver to the typi- 
cal advertiser. 

“If advertising is more produc- 
tive, the advertiser can afford to 
spend more money and the news- 
paper should profit accordingly. I 
believe that an x-ray examination 
of the reading habits of newspaper 
subscribers throughout the country 
will provide the answer to many of 
the problems which confront you 
with regard to local advertisers. 
Such a study will also reveal some 
startling and usful facts about posi- 
tions in a newspaper for both the 
local and national advertisers and 
will develop information of im- 
mense value in encouraging and de- 
veloping small advertisers.” 


Thomson | Cites 


Research Advance 
by ANPA Bureau 


New York, April 26.—The job of 
the Bureau of Advertising is not 
only selling newspaper advertising 
but building up a sales story so 
that the medium may be advanced, 
William A. Thomson, director of 
the bureau, told the American 
Newspaper Publishers Association 
convention here today. 

Speaking briefly on the bureau 
activities, and recommending that 
its annual report be studied by all 
those present, Mr. Thomson asserted 
that advertisers and many agencies 
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formerly took the value of news- 
paper advertising for granted, and 
that the absence of concrete proof 
of the selling power of the medium 
was not then a serious matter. 

Times have changed, he pointed 
out, and “a new crop of minds has 
been developed in advertising in the 
past few years. As the struggle to 
make the advertising dollar go 
farther has developed, the demand 
for factual proof has become uni- 
versal.” 


New Research Department 


It has been shown plainly, he 
added, that newspaper advertising 
can be sold only on the basis of 
what can be proved about the me- 


dium. One of the major activities 


WATCH NEWSWEEK 


of the bureau, especially since the 
creation of a new research depart- 
ment, is to provide such proof. 

The report itself, distributed at 
the convention, calls attention to the 
growth of membership. There were 
550 members a year ago, and 672 
are now enrolled. 


Reviews Research Efforts 


The report reviews research ef- 
forts by the bureau, including a 
preliminary study by C. E. Hooper 
entitled “So They Don’t Read the 
Ads!” and subsequent readership 
checks in Rochester and Louisville 
by Dr. George Gallup. 

Such efforts have been hailed 
with enthusiasm on all sides, the 
bureau reported. 


F 
| 


THERE IS SIGNIFICANCE IN NEWSWEEK’S FIRST QUARTER 
GAIN OF 250% IN NEW CAR ADVERTISING, compared with the 
same period of last year. 


Part of this outstanding advance stems from eight important passenger 
car advertisers who invested in Newsweek space during this year’s first 
quarter, but not during the first quarter of 1938. The rest of Newsweek's 
impressive increase comes from satisfied advertisers who are expanding 
their space in Newsweek during 1939. 


Doubly significant is this automotive advance. It’s an index to Newsweek's 
progress on all fronts . . . for the first quarter, Newsweek is 90% ahead in 
total advertising linage, the largest gain of any magazine. 


And it’s an index to the quality of Newsweek’s above-average audience 
of 330,000 high income families. The economy of reaching that audience 


is demonstrated by the fact that, by all available weekly magazine data, 


each advertising dollar spent (on a page basis) in Newsweek, reaches the 
most families with incomes of $3,000 or more. 


Newsweek THE MAGAZINE 


he 
ie 
* 
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B. W. Moore, President of Canada Dry Ginger Ale, Inc., 
savs of Newsweek: “From the businessman's viewpoint, 1 


think that a great deal of time 


is saved by reading Newsweek 


_.. 1 like it and would not want to be without it.” 


NEWS 


SIGNIFICANCE 
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Newspaper Selling 
Lags Behind Other 


Media-Benneyan 


Peck, Agency Chief, 
Urges Improved Mer- 
chandising Services 


New York, April 27.—Newspaper 
promotion has gone backward in- 
stead of forward during the past 
few years, George Benneyan, re- 
search and promotion director of 
the Bureau of Advertising, told 
the National Newspaper Promotion 
Association here today. 

The field has done 
declared, to compare with maga- 
zine efforts such as that of The 
Saturday Evening Post, which has 
spent $1,500,000 in newspaper ad- 
vertising in the past 112 weeks, 
Life’s continuing study of magazine 
readership, Crowell Publishing 
Company’s motion picture “Yankee 
Doodle Goes to Town,” or the pro- 
motion pieces that have come from 
the radio networks. 

He said newspapers try to justify 
their shortcomings by pleading that 
promotion is a new activity. The 
real reasons are, he emphasized: 
unwillingness on the part of news- 
papers to spend enough money; too 
little thinking devoted to news- 
paper promotion; a mistaken belief 
that advertisers are sold on news- 
papers. 


nothing, he 


Newcomers Must Be Sold 


“There is new blood in the space 
buying field,’ Mr. Benneyan as- 
serted, “men who must be sold on 
newspapers. You've got to go back 
to first principles, to show the ad- 
vertiser what a newspaper is, why 
it is important, why people read it 
and what it can do for him. These 


TO SALES 


Here’s a thoughtful good- 
will gift that will make 
friends of your prospects 
and pave the way for 
salesmen. The value of 
an imprinted Autopoint 
pencil in sales work has 
been proved over and 
over again. It’s the gift 
without a kick-back, be- 
cause its sturdy two-part 
mechanism always 
works. Its exclusive 
Grip-Tite tip never lets 
leads wobble, twist or 
drop out. Fact-filled 
book, “‘The Human Side 
of Sales Strategy,”’ tells 
how more than 6000 
prominent firms use Auto- 
points to increase sales 
and open new accounts. 
Send for your copy. 


Cutopouut 
THE S BETTER PENCIL 


AUTOPOINT COMPANY 
1801 Foster Avenue 


Dept. AA-5 
Chicago, Ilinois 


ville Banner. 
Port Huron (Mich.) Times-Herald, and 


things must be based on facts.” 

In reviewing the work of the Bu- 
reau of Advertising, the speaker 
pointed out that a survey showed 
that a 1,000 line ad was observed 
by 62 per cent of the readers and 
a 300 line ad by 44 per cent. An- 
other survey disclosed that no mat- 
ter how small an advertisement 
may be, if it is good it will get 
reader impressions at low cost. 

In pointing out that newspaper 
promotion is an individual as well 
as a collective job, he declared that 
the bureau operates on a_ budget 
smaller than that of many single 
papers. 

Among plans which he said he 
hoped would be undertaken during 
the coming year were such items as 
a “pantry shelf” survey, patterned 
after the Scripps-Howard study but 
covering more cities; a business pa- 
per campaign; a motion picture 
dramatization of the newspaper 
story; a market survey among deal- 
ers to show their preference for 
newspaper advertising; and a con- 
sumer survey to show how much 
dealers are influenced by newspaper 
advertising. 


Peck Calls for Merchandising Aid 


Presenting the viewpoint of the 
advertising agency on newspaper 
promotion, Harry Peck, president, 
Peck Advertising Agency, urged 
newspapers to offer a better mer- 
chandising service to advertisers. 
He suggested this service partic- 
ularly for newspapers in small 
cities which have been especially 
hard hit by loss of advertising reve- 
nue and increased production and 
labor costs. 

He advised newspapers to keep 
in touch with advertising managers 
of manufacturing companies and 
make them feel the medium is look- 
ing after their interests; to analyze 
sales and advertising methods even 
of non-advertisers; to cooperate on 
such promotions as penny sales; and 
to offer to contact retailers in help- 
ing advertisers improve their distri- 
bution. With advertising agencies 
becoming more scientific in space 
buying, he said, this would help an- 
swer their “show me” attitude. 

At a series of round table discus- 
sions held during the week, NNPA 
members compared personal expe- 
riences in connection with prepara- 
tion of budgets and classified and 
circulation promotion. 


Four to Cabot 


Harold Cabot & Co., Boston, has 
been appointed agency for Godfrey 
L. Cabot, Inc., maker of carbon 
black: Delano, Potter & Co.: Wil- 
liams root beer, and York Harbor 
Village Corporation, York Harbor, 
Me 


Register & Tribune (left) and Beldon Morgan, Hartford Courant. 
Telegram, manages to monopolize two of the fairest: Elsa Lang, Herald Tribune (left) and Mary Rice Anderson, Nash- 
A couple of determined young promotion men, waiting for the sound of the starting gavel: Jacques Caldwell, 


Bottom row: Kenneth Mason (left), New York 
Sun, retiring president of the NNPA, chats with his successor, Ivan Veit, New York Times. 


the business program: A. J. Monk, Toronto Globe and Mail, and Irvin S. Taub, New York Times. 
Journal, gets off in a quiet corner by himself and seems amused at the proceedings. 


Raoul Blumberg, Washington Post. 


Newspaper Leaders 
Tell of Need for 
Aggressive Action 


(Continued from Page 1) 
lins, assistant to the general man- 
ager of the New York Times, 
advised newspapers to get over their 
“inferiority complex.” 

Other speakers included George 
Benneyan, director of promotion 
and research, Bureau of Advertis- 
ing, ANPA; Harry Peck, president, 
Peck Advertising Agency; H. W. 
Hailey, promotion director, Scripps- 
Howard Newspapers, and Herbert 


Brucker, assistant to the dean, 
School of Journalism, Columbia 
University. 

Mrs. Reid said that although 


newspapers have within their own 
organizations the opportunity for 
the best knowledge of good adver- 
tising, they have not always used it. 
She added that it is the news- 
papers’ own fault that some of the 
best national advertising has gone to 
magazines. Newspapers have been 
quick enough to denounce other in- 
dustries’ slowness in being promo- 
tion minded, she declared, while 
they have been guilty themselves, 
with some few exceptions. 


Stresses Personality Appeal 


One of the most important func- 
tions of a promotion department, 


PROMOTION MANAGERS TURN OUT FOR ANNUAL SESSIONS 


she asserted, is to capture the per- | 


sonality of a 
come alive in a continued story 
This institutional picture should 
shine through every piece of adver- 
tising copy that is written. It must 
be remembered, Mrs. Reid empha- 
sized, that a newspaper two 
audiences, one which the 
paper in its own and 
the other which the 


paper and make it 


has 
reads 
community 
reads about 


paper at a distance and must choose | 


the paper for 
paigns. 

Merely furnishing a space buyer 
with linage figures and a record of 
success frequently fails to impress 
him because he cannot sense the 
character of the paper, she pointed 
out. Hence he usually buys a 
paper as one of a group, which 
appeals to a certain class of buyers, 
and doesn’t consider the 
an individual thing 

With the competition that exists 
today, Mrs. Reid declared, there is 


advertising cam- 


paper as 


a special need for giving news- 
papers this individuality. While 
radio has done a beautiful job in 


selling itself, with its elaborate pro- 


ge BE REE ee z 
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Top row: Jacob Albert, Detroit News, faces the photographic situation squarely, flanked by John Marston, Des Moines 


With so few women around, Lee Tracy, New York World- 


Temporary relaxation from 
Leslie Davis, Wall Street 


grams, she said, tgyese do not have 
the asset of character or content 
behind them. The personality of 
radio, she said, is confined to per- 
sonalities on programs, and these 
change so rapidly that it is hard to 
remember with whom they are 
identified. 

Mrs. Reid called for the estab- 
lishment of a laboratory of idea 
workers on each newspaper. Such 
a laboratory would study such 
things as paper, photographs, metals 
and other things to improve a paper. 
It would also study the changes in 
the lives of human beings so a pa- 
per might be produced which would 
anticipate the spirit of tomorrow. 


Collins Compares Media 


Mr. Collins accused newspapers 
of taking themselves too much for 
granted and thus failing to utilize 
to the fullest extent the romance 
and excitement that go into the 
making of a newspaper. Other 
media, he said, have dramatized 
themselves to an extent where they 
loom importantly in the eyes of the 
public and buyers of advertising 
space. 

Weekly news magazines, he said, 
did a particularly good job of this 
sort, planning their advertising well 
and telling the public that an in- 
telligent man just cannot live with- 
out them. Women’s magazines, too, 
have advanced by touching sub- 
jects which were formerly taboo 
and then advertising their modern- 
ness in the columns of newspapers. 

In upholding the position of 


cs 


newspapers, Mr. Collins said that 
weekly news magazines give what 
a newspaper gives—just seven days 
late, and that women’s magazines 
are still essentially what they al- 
ways were, purveyors of good fic- 
tion. Their added frankness covers 
topics which are reported daily in 
the newspapers, he declared. 

The chief difference, he held, is 
that newspapers fail to do the sell- 
ing job that characterizes the pro- 
motion efforts of other media, but 
adopt a matter-of-fact attitude to- 
ward their own drama. Mr. Col- 
lins said that newspapers should 
stress the fact that people may go 
for months without listening to the 
radio or reading a magazine, but 
that the average American “couldn't 
carry on an intelligent conversa- 
tion” if denied access to newspapers 
for a few days. 


Veit of ‘Times’ 
Succeeds Mason 
as NNPA Leader 


New York, April 28.—Ivan Veit, 
promotion manager, New York 
Times, was elected president of the 
National Newspaper Promotion As- 
sociation today at the closing session 
of a four-day convention. He suc- 
ceeds Kenneth Mason, New York 
Sun, who joins the board of direc- 
tors for a one-year term. 


Other officers include W. J. 
Byrnes, Chicago Tribune, vice- 
president; Ramon Cram, Colum- 


bus Dispatch, secretary, and Brad- 
ford Wyckoff, Troy Record, treas- 
urer. 

New directors are Leslie Davis, 
Wall Street Journal, and George 
Grim, Minneapolis Star. Jacob Al- 
bert, Detroit News, and Kenneth 
Seibert, Providence Journal-Bul- 
letin, will continue on the board. 


Spark Plug Drive in 
Newspapers, Magazines 

The spring campaign of AC Spark 
Plug division of General Motors 
Corporation will include a schedule 
of 200 newspapers, national maga- 
zines and farm papers, according to 
Earl McGinnis, advertising director. 

During the next six weeks, copy 
will appear in 125 of the country’s 
largest cities. Featured theme will 
be emphasis on the need for having 
spark plugs cleaned and worn ones 
replaced. 


Bristol, Toronto Guest 


Lee H. Bristol, vice-president in 
charge of advertising of the Bristol- 
Myers Company, was a_ guest 
speaker at a luncheon held last 
week by the Advertising and Sales 
Club of Toronto. Mr. Bristol spoke 
on “Advertising and Business Prob- 
lems of 1939.” 


Hand Operated 
and Motor Driven 


DEMONSTRATORS 


Made to tell a convincing and easily under- 
stood story of your product. 
Now being successfully used by National 
Advertisers. 
WRITE FOR INFORMATION 
THE AMERICAN DISPLAY COMPANY 
DAYTON, OHIO, U. S. A, 
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Agency Head Hits . 
‘Complacency in 
Newspaper Selling 


Hobler Offers Sugges- 
tions for Increasing 
Linage Volume 


New York, April 26.—Newspaper 
advertising will increase, but not 
until advertisers and agencies 
change their ways of using it and 
publishers discard the complacent 
manner in which they sell the me- 
dium and handle the orders they 
receive, Atherton W. Hobler, presi- 
dent of Benton & Bowles, told the 
American Newspaper’ Publishers 
Association convention here today. 

Repeating the practice adopted 
last year of calling in a representa- 
tive of the agency field to give his 
views on how newspapers can in- 
crease advertising revenue, Mr. 
Hobler’s talk featured the Bureau 
of Advertising session. 

Edwin S. Friendly, business man- 
ager of the New York Sun, and 
chairman of the ANPA committee 
in charge of the bureau, presided 
over the session. 

Mr. Hobler declared that too 
many advertisers and agencies, when 
planning a campaign, think first in 
terms of media and market cov- 
erage rather than of a copy story 
that will be seen and read, and 
the presentation and frequency of 
insertion for that story. 

Both advertisers and publishers 
alike, he said, have become con- 
fused by market and circulation fig- 
ures, and think in terms of cover- 
age rather than what copy and 
what linage is required to sell any 
given section. Copy, and the fre- 
quency with which it is inserted, 
determine the success or failure of 
a campaign, he asserted. 

“IT cannot help but think that an 
analysis of a recent year’s roster 
of advertising in Media Records is 
a sad commentary on the buying 
and selling of newspaper space,” 
he declared. “This analysis showed 
that over 50 per cent of the national 
advertisers using newspaper space 
used less than 1,000 lines that year, 
and only 4 per cent of them used 
10,000 lines or more.” 


Questions Technique Used 


Mr. Hobler asked the publishers 
in his audience if they considered 
less than 1,000 lines a year sufficient 
space for the average advertiser to 
compete for a portion of any mar- 
ket. It is no wonder, he asserted, 
that some advertisers have been un- 
successful in using newspapers and 
have turned to other media. 

Still interrogating his audience, 
Mr. Hobler asked how many times 
those publishers present had learned 
that an advertiser was to use a 
competitive paper exclusively, and 

-~ - 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


ANPA HELM SWITCHES 


Cranston Williams (left) who succeeds 
L. B. Palmer as general manager of the 


Newspaper Publishers Asso- 
ciation. 


American 


had exerted every effort to per- 
suade the advertiser to split up the 
schedule. 

The agency executive said, “We 
in the advertising business are also 
guilty on this count of split and in- 
adequate schedules. We have been 
altogether too conscious of percent- 
age of coverage figures. When we 
are making an advertising presen- 
tation to the sales force of a client, 
we know that as a rule we get 
more enthusiasm when we show 
them that 100 per cent of a cer- 
tain market is receiving advertising 
than when we show them that only 
50 per cent is receiving advertising. 

“What we neglect to tell the sales 
organization, or what they fail to 
comprehend, is how much linage is 
being used to help them sell their 
merchandise. When funds are lim- 
ited, and they most generally are, I 


Williams Elected 
to Succeed Palmer 
as ANPA Manager 


New York, April 26.—Lincoln B. 
Palmer, general manager of the 
American Newspaper Publishers 
Association, has resigned after 34 
years’ service because of ill health, 
it was announced at the ANPA con- 
vention here today. Mr. Palmer will 
be succeeded July 1 by Cranston 
Williams, who has been secretary- 
manager of the Southern Newspaper 
Publishers Association since 1924. 
Mr. Williams was elected by unani- 
mous vote of the ANPA board of 
directors. 

Mr. Palmer will continue to serve 
the association as an adviser, and 
will also serve as chairman of the 
committee on paper. His retire- 
ment was announced from the con- 
vention platform, and was followed 
by the introduction of a resolution 
of gratitude read by W. M. Dear, 
general manager of the Jersey 
Journal, which was adopted by the 
convention and will be presented 
in an engrossed scroll to the retir- 
ing executive. 

Mr. Williams was born into the 
newspaper business. His father was 
a publisher, and his mother’s family 


was also in the business. He joined 
the Times-Recorder, Americus, Ga., 
in 1915 following his graduation 
from Emory College. He remained 
until 1917, when he enlisted in the 
army and saw overseas service, 
emerging as a captain. 

In 1919, he became secretary to 
W. J. Harris, United States Senator 
from Georgia, and held that post 
until 1924, when he joined the 
SNPA. A brother, Carey Williams, 
now operates the family paper, the 
Herald-Journal, Greensboro, Ga. 


Newspapers Plot 
Course for 
Increased Linage 


(Continued from Page 1) 


Anderson of the American Institute 
of Public Opinion offered new hope 
to the publishers. 

Changes in ANPA’s administra- 
tive personnel include the retire- 
ment of Lincoln B. Palmer as gen- 
eral manager, to be succeeded July 
1 by Cranston Williams, secretary- 
manager of the Southern News- 
paper Publishers Association, and 
the elevation of John S. McCarrens, 
general manager of the Cleveland 
Plain Dealer, to the ANPA presi- 
dency, succeeding James G. Stahl- 


man of the Nashville Banner. The 

new president has served as vice- 

president for the past two years. 
Walter M. Dear, general manager, 


Jersey Journal, Jersey City, was 
elected vice-president. He has 
served two terms as_ treasurer. 


William G. Chandler, general busi- 
ness manager, Scripps-Howard 
Newspapers, was chosen treasurer. 
John S. Parks, publisher of the 
Times-Record and Southwest 
American, Ft. Smith, Ark., who was 
formerly a director, was named 
secretary. 

Howard Davis, business manager, 
New York Herald Tribune, was 
elected to serve a one-year term on 
the board of directors. Those named 
for two-year terms were Jerome D. 
Barnum, publisher, Syracuse Post- 
Standard; W. E. Macfarlane, vice- 
president, Chicago Tribune; Nor- 
man Chandler, general manager, 
Los Angeles Times; F. I. Ker, gen- 
eral manager, Spectator, Hamilton, 
Ont.; and David W. Howe, business 
manager, Free Press, Burlington, Vt. 

Although extending over three 
days, the convention actually con- 
sumed only a day and a half. 

The annual dinner of the Bureau 
of Advertising was held Thursday 
evening, at which Senator Robert 
A. Taft, Mayor F. H. LaGuardia 
and George M. Cohan were fea- 
tured. 


am confident that in a majority of 
cases if the entire appropriation for 
the market had been put in one 
paper, even though that paper is 
obviously the second paper in the 
market, more merchandise would 
have been sold with good copy, and 
that the advertiser would not be 
looking for a more successful means 
of advertising.” 


Check Success Stories 


He asked the publishers to check 
their own success stories, and find 
out for themselves if most of these 
campaigns were successful simply 
because good copy was combined 
with enough insertions to get the 
story across to readers. 

Mr. Hobler mentioned the various 
research studies into readership, 
listenership and traffic, and said that 
newspaper publishers have been 
lukewarm to such _ investigation 
which is of great help to advertiser 
and agent. “Newspaper linage,” he 


concluded, “will increase when 
newspapers, through a_ study of 
their own particular publications, 


are able to supply each advertiser 
with a larger percentage of their 
traffic and a good carry-over for his 
particular advertisement, and will 
point more of their presentations 
toward this service.” 

The number of readers that the 
advertiser gets per dollar, and not 
the cost of circulation per thousand, 
will be the platform upon which 
newspaper advertising will rise or 
fall, he declared. 


A. B. C. Cancels 
May Meeting 


The May meeting of the board of 
directors, Audit Bureau of Circula- 
tions, Chicago, has been canceled. 
It was scheduled for New York 
May 1. 

The next meeting of the board 
will be held at the Seignory Club, 
Montebello, Canada, June 16-17. 
One meeting is held yearly in Can- 
ada in recognition of the Canadian 
membership. 


Trane Names BBDO 


The Trane Company, La Crosse, 
Wis., manufacturer of heating and 
air conditioning equipment, has 
named Batten, Barton, Durstine & 
Osborn, Chicago, to handle its ac- 
count. 


Names Frankel-Rose 

Evans Novelty Company, Chicago, 
maker of mail order premiums, has 
appointed the Frankel-Rose Com- 
pany, Chicago, as its agency. 


To Daniel Starch 


The National Geographic Maga- 
zine has been added to the Daniel 


Starch continuous magazine-reader 
survey. 


She’s Worth $22,500,000 In Wichita! 


There’s money in the KFH AIREA. 
stockyards last year. 
ing house payroll was $3,000,000. 


sheep from the KFH AIREA line up 
livestock center of the southwest. $15 
to farmers for livestock delivered in 


Long before daylight trucks loaded with cattle, hogs and 


That big item up there represents livestock only, brought to the great Wichita 


whose home 


to unload at the 
000 in checks go 
an average day. 
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Glenn D Gillett Field Strength 


Survey—1939 


there’s money here. 


“take” of 17 
ties—and you see why there’s money in the 


KEFH AIREA. 


Meat and other saleable stuff from Wichita packers was worth $28,000,000. The livestock and pack- 


$215,376,000 Kansas Farm Income in 38 


KI‘ HH is easily the first station in Kansas’ 


richest counties. 


In good years and bad, 
And a big share of 


Kansas’ great oil field wealth goes to folks 


station is KFH. Add the 


high income Oklahoma coun- 


117.000 RADIO HOMES HERE listen regularly 


and buy the products advertised on 


That Selling Station for KANSAS 


AFH 


CHITA 


CBS - 5000 DAY - 1000 NIGHT - CALL ANY EDWARD PETRY OFFICE 
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May 1, 


1939 


Radio Committee 


of ANPA Cites New 


‘Cooperative’ Spirit 


Understanding Between 
Press, Radio Strength- 
ened, Stahlman Says 


New York, April 27.—Radio, both 
as a companion service which sup- 
plies news reports and as a com- 
petitor for advertising revenue, 
played a more important part than 
ever before in the deliberations of 
the American Newspaper Publish- 
ers Association here this week. 

James G. Stahlman, retiring 
ANPA president, brought up the 
subject in his major address when 
he declared that he has endeavored 
during his administration “to 
strengthen the understanding be- 
tween the press, motion picture in- 
dustry and the radio.” 

The report of the radio commit- 
tee, submitted by chairman JS 
Gray, business manager, News, 
Monroe, Mich., went into consider- 
ably greater detail. Attention was 
called by Mr. Gray to seven matters 
of importance, headed by “new and 
impressive records of cooperation 
between the press and radio in pub- 
lic service enterprise,’’ with cover- 
age of the Munich crisis cited as an 
example of the subordination of 
self interest by both media. Mr. 
Gray also referred to ‘“‘the continued 
exploitation of sponsored news,’ 
and declared that the failure of 
broadcasters to accept the presenta- 


, 


tion of news as purely a_ public 
service constitutes a questionable 
practice. 


Program Listings Discussed 


He also referred to the previously 
published ANPA survey of news- 
paper policy in regard to printing 
radio programs and publicity which 
revealed that 37 per cent of those 
papers queried publish programs 
only as paid advertising. The same 
subject was discussed at consider- 
able length at a Tuesday session by 
J. M. Bunting, general manager, 
Pantagraph, Bloomington, Il. 

Mr. Gray reported on recent tele- 
vision developments, saying that 
during the past year the interest of 
the press in facsimile printing has 
been diverted to a considerable de- 
gree to television. A period of at 
least five years for the development 
of television will elapse before the 
medium’s revenue possibilities are 
known, he said. 

He also called 


attention to the 


MAILING SERVICE 


Multigraphing —- Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc, 


440 So. Dearborn St. 
CHICAGO 


NOW(YOU 


HOSPITALITY 


HOTEL 


PENNSYLVANIA Ave.at ith $t.NW 


WASHINGTON, D. C. 
C. C, Schiffeler, General Manager 


Wabash 8655) 


FOR GENERAL SHOES Tn dex of Retail Activity in 80 Important ; 
. . . s . J 
Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1939, by Advertising Publications, Inc.) 
RETA! . y wave 
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Tom Fuqua, associated with the com- 7 ' 8 15 22 29 6 13 20 27 3 
* tes —_— v ° mene , ed 
pany's advertising department for the ws 
past three years, has been appointed JAN. APRIL MAY JUNE JULY 
advertising manager of the General 
Shoe Corporation, Nashville. Mr. Fuqua ages aan 
was formerly on the staff of the Nashville 16-Week 16-Week 16-Week ann ee pe poe 
Tennesseean. eseed Period Pericd 1939 1939 Week Week % Gain 
a Ended Ended Ended over over Ended Ended or 
. . City Apr. 24, 1937 Apr. 23,1938 Apr. 22, 1939 1937 1938 Apr. 23,1938 Apr. 22,1939 Loss 
continued upward trend in adver-|——‘'* we tha BLL ocueden eeweners x rn = 
tisi : sined by both fs (O° "it ee 5,158,355 3,875,670 3,036,462 —41.1 —21.7 253,591 196,714 —22 
1sIng revenue gaine y bo Ha-| albany, N. Y. ....++-:: 3,053,631 2,609,860 2,486,894 —18.6 —4.7 214,565 192,381 —10.3 
tional and local broadcasters, but] Altoona, Pa. .........-- 2,155,320 1,645,294 1,695,666 —21.3 +3.1 104,384 100,618 3.6 
pointed out that radio talent costs} Atlanta, Ga. .......... 4,753,140 4,573,198 aaabere +7.5 +e peyte pryet +29.8 
P . Jalti . ? 3,793, 22 5,477,155 —7.5 —4. 55,858 22,273 —7 
are increasing and that best broad- | Baltimore, Md... ict me Na UNG — I 515-30i = 
aati P — , « | Birmingham, Ala. 3,862,964 3,834,180 3,906,812 oat +1.$ 253,512 249,35 —1,7 
casting hours are dominated by a Boston, Mass. ........ 6,318,443 5,790,479 5,865,704 —7.2 +1.3 378,481 408,637 8.0 
few advertisers. Bridgeport, Conn. 2,916,676 2,722,804 2,834,408 2.8 +4.1 172,312 205,800 +19.4 
This situation, he commented, is| Buffalo, N. Y. ......... 103,372 5,052,866 4,655,784 15.4 —i7.9 352,394 416,976 +18.3 
encouraging more and more air ad- Camden, se ae 1,222,764 1,145,069 1,146,621 —6.2 +01 73,717 90,319 22.5 
vertisers “to reappraise the values} Cedar Rapids, la. ..... 1,557,668 1,414,294 1,439,730 —7.6 +1.8 102,424 100,296 —2.1 
f edi: ther ‘thi radio.” His ***Charleston, W. Va. 3,377,129 3,361,819 3,087,812 —8.6 —8.2 218,015 187,705 —13.9 
of media omer than radio. — IS| Chattanooga, Tenn. ... 1,918,385 1,865,238 2,313,116 +20.6 +24.0 126,424 163,703 +29.5 
report concluded with a series of| Chicago, Ill. .......... 10,505,487 9,949,368 9,105,015 —13.3 -8.5 672,165 680,216 +1.2 
recommendations, advising close} Cincinnati, O. ......... 5,372,337 ; 4,905,145 —8.7 +1, 336,314 310,837 —7.6 
scrutiny of all matters affecting| Cleveland, O. ......... 6,502,424 5,750,795 5,224,118 —19.7 -9.2 351,778 289,100 —17.8 
-adi Columbus, 0. ..ccccsecs 4,370,874 3,902,019 4,088,185 —6.5 +4.8 219,245 285,787 + 30.4 
radio. Dallas, Tex. .......... 6,633,583 6,511,977 6,460,966 —2.6 —0.8 427,740 431,206 +0.8 
Davenport, Ia. ........ 3,027,816 2,993,826 2,799,614 —7.5 —6.5 227,878 233,100 +2.3 
| eg eS) a eee ee 4,754,394 4,079,470 4,034,536 —15.2 —1.1 252,028 303,814 + 20.5 
Whee-ee-ee-ee Denver, Colo. ......... 3,058,435 2,784,069 2,718,339 —11.1 —2.4 191,095 183,234 4.1 
. ° - ~ 
EOe BEOIMGR, TAs 2. ccccie 2,018,022 2,029,521 1,970,529 —2.4 —2.9 124,370 128,573 3.4 
70th C t A D Detroit, Mich. ........ 6,939,513 5,576,882 6,049,011 —12.8 +8.5 392,264 423,210 7.9 
en ury + Of) Ml Paso, Tex. ....+505 3,166,629 3,193,627 3,091,956 —2.4 —3.2 197,890 216,762 +9.5 
e ee a Swe adatonnn 2,647,310 2,774,600 2,863,560 + 8.2 +3.2 163,940 191,030 +16.5 
a la Bristol-Myers Fall River, Mass. ..... 1,077,006 970,680 1,010,688 —6.2 +4.1 59,090 62,267 +5.4 
yi | ae eee 2,629,900 2,231,824 2,497,396 —5.0 +11.9 134,386 162,722 + 21.1 
(Continued from Page 1) Fort Wayne, Ind. ..... 3,654,574 3,275,034 3,213,749 12.1 —1.9 262,864 251,496 —4.3 
" Gary Wiig eee ».228,3 .681,437 1,661,324 —25.5 —1.2 140,587 124,265 —11.6 
products. The company has also ar- Grand 5 Mich. cnet Hptigrt 2,630,370 19.9 an. 170072 168,854 —§.7 
ranged a puppet show in addition to| [avis & 2,048,243 1,901,223 1,932,091 —.1 TL 120,890 131,955 o2 
its display in the Hall of Pharmacy. | Houston. Tex. ........ 4.865.196 4,895,070 4,889,590 +0.5 al), 319,732 338,128 +5.8 
. ° Indianapolis, Ind. ..... 5,617,108 4,869.75 4,823,600 —14.1 —1.0 326,770 331,912 +1.6 
What the Crystal Shows Jacksonville, Fla. ..... 2 759,876 2'645,645 2,723,728 —1.3 + 3.0 171,948 178.766 +4.0 
: : Jersey Ci y 731,943 134,791 535,332 13.2 +01 44,073 52,114 18.2 
All food will be take ‘aps ees Mio caine a ba 
form 5.000 sindlcgg hong 1° a Kansas City, Kans 800,219 800,555 770,686 —3.7 —3.7 52,108 51,499 —1.2 
a — ’ . “| Knoxville, Tenn. 3,008,082 3,167,948 3,206,572 + 6.6 +1.2 186,802 226,576 +19.2 
Myers has consulted the right crys- | Little Rock, Ark. ..... 2,869,790 2,717,892 2,708,762 —5.6 —0.3 159,306 195,734 22.9 
tal-gazer. Knives and forks will be | Los Angeles, Cal. ..... 7,854,634 7,106,218 7,763,070 —1.2 + 9.2 456,157 516,767 + 13.3 
replaced by tweezers. Houses will Louisville, Ky. 4,625,667 4,447,060 4,341,637 4.0 —=3.4 341,266 324,883 4.8 
. wae AS RE Say Ses .a|Lynn, Mass. ...... ..e 62,965,074 2,434,404 2,499,366 -15.7 +2.7 132,860 164,192 + 23.6 
be made of whatever is de veloped Manchester, M. i. ..... 1,031,558 1,205,822 1,186,830 5.1 —1.6 84,964 95,228 +12.1 
to replace glass, and doorbells will | Memphis, Tenn. ....... 3,541,988 3,390,800 3,505,824 1.0 +3.4 219,114 208,306 —4.9 
be unnecessary because visitors will | ttMilwaukee, Wis 5,498,889 4,709,070 4,520,594 —17.8 —4.0 334,560 306,173 —8.5 
be able to look inside to see if any- | Minneapolis, Minn 4,693,439 4,153,484 4,227,240 9.9 +1.8 278,756 306,327 + 10.0 
body is home. , New Bedford, Mass. 1,038,982 953,036 Y1S,288 —~11.6 -3.7 55,076 66,654 + 21.0 
a a , : New Haven, Conn. .... 2,969,588 2,764,384 2,746,688 —7F.5 —0.7 181,944 189,826 +4.3 
Automobiles will be almost Ob-| New Orieans, La...... 6,169,947 5,658,678 5,913,668 ~4.2 $4.5 373,308 387,891 +3.9 
solete due to developments in aerial |+*New York, N. Y. ..... 21,083,736 18,710,731 18,212,993 —13.6 —2.7 1,191,855 1,292,519 +8.4 
transportation, but Allen has con- | tBrooklyn, N. Y. ... 2,220,341 1,639,758 1,271,712 —42.7 22.5 108,043 84,595 —217 
ceived a three-deck car for the old- | Norfolk, Va. 2,791,950 2,782,304 2,866,780 + 2.7 +3.0 172,060 188,034 br 
. j > Th , aw ati li Come, GORE. sc cesses 2,569,444 2,247,797 2,345,339 —1.0 + 4.3 129,683 148,097 + 14 
fashioned few who may still cling | Oklahoma City, Okla. 3. 5 3,593,702 2,877,140 —21.3 —19.9 219,338 161,098 26.6 
to motoring in 6939. Golf in bed will | peoria, I. ............ 3,556,% 3,109,474 3,299,655 7.200 +61 215,068 248,347 +15.5 
be achieved through the miracle of | Philadelphia, Pa : 8,218,886 8,544,578 —11.3 +4.0 422,015 546,355 +29.5 
television and mechanized clubs | Phoenix, Ariz. ary 2,535,510 2,301,152 1.3 —9.3 149,884 158,270 +5.6 
with which hooks, slices and missed Pittsburgh, Pa. 5,622,098 6,252, 93 —22.6 ~5.6 428,960 433,370 +i 
yutts are j ib] Portland, Ore, 3,444,608 3,845,179 +- 1.6 11.6 207,536 261,674 +- 26.1 
PUSS BIS UNPUSsoee. Reading, Pa. ......... 3,008,309 3,027,335 9.2 + 0.6 208,166 250,614 +204 
a Richmond, Va. 922 3,715,334 3,856,958 1.6 + 3.8 227,122 259,350 +14.2 
‘ §Rochester, N. Y._ 704,878 4,395,178 $577,913 19.8 +4.2 288,613 349,793 +212 
Sigwalt Joins Rock Island-Moline .. 2,716,252 2,711,884 2,421,916 10.8 —{6,7 189,658 172,536 -9.0 
ae. af | Sacramento, Cal 2,661,281 2,339,712 2,527,616 5.0 + 8.0 170,110 180,166 +5.9 
New Affiliation | San Antonio, Tex .. $2,047,955 1,875,065 2,163,953 7 15.4 101,564 117,547 + +f 
‘on i ; S: ego, Ci 7.08 725,133 3.741,07 3 211,56! 251,368 +18. 
With its appointment to represent ren ns a . sal ai ae - hn idl ; ; st - Tari 
Frank M. Knox Company, New | San Kr anciseo, Cal ‘ ’ 2 138 4 7 48,668 033,648 OLS + 6.0 272,580 319,244 Ti 
York, W. Elizey Brown & Associ- | S¢#tt!e, Wash. ........ 3,232,872 2,807,418 294,648 1.9 17.4 183,498 232,134 9 + 20. 
ee WO Ade) ee De **South Bend, Ind. .. 2,978,274 2,194,352 1,655,842 44.4 24.6 146,217 104,649 —28-4 
ates, C hicago, has added H. P. Sig- §&Spokane, Wash ’ 2 396,996 »2 914 2 O76.564 10.8 6.6 122,388 113,218 —1.5 
walt to its staff as vice-president | st Louis, Mo 6.128.070 R 54.910 49.3 1.7 373.480 359.765 —§.1 
| Mr. Sigwalt has resigned as account| 77(St. Paul. Minn... 3837843 $124,958 17.3 19.9 307.155 213,383 —3s0.5 
| executive of Evans Associates, Inc.,| Syracuse, N. Y 3.651.923 205.82 744.083 195 416.8 229.768 278,131 + 21.0 
| Chicago advertising agency, to as-| *Tacoma, Wash 2.012.520 1,789,872 1.860.446 7.6 12.9 117,404 135,968 +15.8 
sume his new duties. | Tampa, Fla, . 1,972,604 1,931,622 2,042,586 3.5 + 5.7 137,690 147,028 arr 
Frank M. Knox Company special- | Terente, Ont. Can. Rh jt =< <s.5 O58,369 Ls 
izes in printing control and stand-| Trey, N. Y. . 1,320,942 1,206,380 1,240,612 6.1 +2.8 100,198 97,972 mr 
ardization sery ice for cost, effective- LS ape a “yr SERRE Sak ane 2 > Seg yen oul 
ag Mciency | Washington, Db. © 11,420,689 10,234,950 10,164,925 11.0 0.7 584,389 652,87 + 32-6 
ness and efficiency in printing i s¢Worcester. Mas 4611 989 3 429 620 1193 195 116 29 198.117 227.850 + 15.0 
aa | Youngstown, O 2,893,950 2,448,257 1,192,837 24.2 —10.4 166,748 161,990 +08 
Y&R Adds Hunt | Total 27,898,579 297,146,8 294,947,063 10.1 0.8 19,220,786 20 247,281 +5 
| John F. Hunt has joined the Chi- ig Times-Press discontinued Aug. 28, 1935. 
cago staff of Young & Rubicam as | ew York American discontinued June 24, 1937. 
> Brooklyn Times-Union discontinued June 8, 1937 
an account executive. For the past | SJournal and Sunday American discontinued June 8, 1937 
four and a half years, he has been ‘Daily Ledger discontinued June 23. 1937 
in the Chicago office of Maxon, Inc.., **News-Times discontinued Dec. 28, 1938 
and was formerly with General tMilwaukee News discontinued Jan. 14, 1939 
Outdoor Advertising Company and Oklahoma News discontinued Feb. 24, 1939 
Outdoor Advertising, New York Worcester Post discontinued Oct. 1, 1938 
| 8§Spokane Press discontinued March 18, 1939 
a St. Paul Daily News discontinued April 30, 1938 
***Decline in 1939 current week's linage due to 


Van Dolen Changes Name 


| Madison Van Dolen, Inc., 
tising photography, has changed 
name to Lawrence Madison 
|moved to 143 E. 45th street, 
York. 


its 
and 
New 


adver- 


=. sf s 
Queen” Names Trimm 


been named representative of The 
Queen, London, a woman's weekly. 


Fred B. Trimm, New York, has| 


, Se tn : ee ey Ov ati Figs WOR? sy . ” é a i 
bp. * q M 
a o- es a= - 
al ————— 
” ; 
a 
ee 
| : ae 
ee 
wae 
. 
-“ 
c a a 
hy t. 
ahapoe 
ee bi 
ey ed 
, 
4 
apn 
~ 
- —— 
Bw 
ier ry 
le a 
=e 
ee) 
} x in WASHINGTON 
ae = 
ae a te owe 
+ wip wusars ay” 4 Wiietiie - . 
ce you'll be glad 
; 4 you came. Room 
ae - SS trom $3.50 
+ 
saapglliies & AN 
él RALEIGH a : 
ae) te Cee ES Sa es Re | : 1 | 
. MONTREAL —— 
4 VANCC 
4 or : pow) J, J, GIBBONS LIMITED - ADVERTISING AGENTS + 
a > NS 
re Pa a 
"F kd 
US ee 
fa 2 At ey ee * ee ad ee oe ; a lek ee i ae ee ER ee Ae ee oN +o 


May 1, 1939 


ADVERTISING AGE 


Liggett & Myers | 
Signs Whiteman for 


Premium Men to 


omin 
C \g Hold Annual Show 
Conventions 


Another Year 


New York, April 26.—Liggett & 
Myers Tobacco Company will con- 
tinue Paul Whiteman’s Chesterfield | 
program on the CBS network for | 
the full 52 weeks of its present con- 
tract. The renewal covers the sum- 
mer months. Whiteman, who has 
been broadcasting for the tobacco 


May 4-6. Annual convention, 


in Chicago, May 1-5 


| 
| 
} 
| 


Chicago, April 27.—The Premium 


National Association of Chain Drug | Advertising Association of America 


Stores, The Greenbrier, White Sul- 
phur Springs, W. Va. 
May 5-6. Annual meeting. Ad- 
vertising Affiliation, Cleveland. 
May 8-9. Midyear meeting, As- 


| will stage its ninth annual National 


| Premium Exposition here, May 1-5, 


|in conjunction with convention ses- 
|sions devoted to such problems in 


that field as legislation, application 


( Rag Bence > sociated Grocery Manufacturers of + a eae selling 
company since e beginning oO The rates for this department are as follows: - Pe America, The Greenbrier, White | ®"4 the Federal Trade Commission's 
1938. is heard over 91 stations on], Help Wanted, Positions Wanted, Representatives Wanted.” and 2 : ; attitude toward premiums. 
1900, & ‘Representatives Available,” 30 cents a line, minimum charge $1. Terms} Sulphur Springs, W. Va. 
Weheey Se ae SS an aber an ificati (single insertion rates): % in., $2.75; 1 to 3 in May 10-11. Spring conference ee ee a, Ga 
' > r he other classifications . : .. $3.75; " 7S ? ‘ ’ z 5 ls nee + 
Newell-Emmett Company handles $4.75 per inch. Write for descriptive folder describing discounts for term| Association of National Advertisers, counsel for the association, will dis 
the account. Insertions. Westchester Country Club, Rye,| USS recent legal developments af- 
Bayuk Continues Balter ee — - =|N. Y. fecting premium advertising. Pre- 
Effective May 2, Bayuk Cigars, POSITIONS WANTED. | REPRESENTATIVE WANTED _ May 11-12. Annual convention, reg — Ea y aa ag = cov ered 
Inc., has renewed its contract with| Executive salesman seeks association | ADVERTISING REPRESENTATIVE! American Association of Advertis-| ° liliam f, meen, attorney in 
Mutual Broadcasting System for fon eg teh ae rte in New York tesritory for national ing Agencies, Waldorf-Astoria, New charge of the FTC’s Chicago office. 
: - . » | England or Eastern Seaboard repre-|, rertising o , blished in Chi- : ° : , ne ai ¢ 
} Sam Balter’s “The Inside of Sports, sentation. . ae ales aoe. “Linarat pec A pens ma oak aan York. Clinton Brown, campaign man- 
, promoting Bayuk Phillies. The 15 | Box 133, APS Be che Y. a gy CNR May 16. Spring meeting, Insur-|@ger, Edison General Electric Ap- 
minute program is broadcast Mon-| .., eee ee es ev enor: | AGE: £N8°:| ance Advertising Conference, New | Pliance Company, will talk on “The 
day through Saturday. Ivey & El- | oughly schooled and trained in, Ad- FOR SALE c York. Use of Merchandise Prizes to 
lington is the agency. | romotich. ew has “pesmeunie pres- PUBLICATION FOR SALE May 16-17. Spring convention,| Stimulate Organized Sales Effort, 
m Expanded sure” job without a future. Avail-|New business publication with un-|Inland Daily Press  Association,| While Louis Porter, general sales 
Model Progra p 
; ‘ able at once to help you get more! ysual profit possibilities for sale at a Hotel Sherman, Chicago manager of L. Fish Furniture Com- 
Celebrating the opening of its|sales. Age 32. ridiculously low price. Good reason ir — ‘ Chic: rill discuss “Appli 
.¢ rear CBS on Ma , 29 Box 1734, ADVERTISING AG FE’, chgo. for selling. May 19-20. Spring session, Amer- pany, 1icago, wi 1sCuss pp 1- 
fifth year on y ’ —— ne Box 1741, ADVERTISING AGE, N. Y.| jean Marketing Association, Me-| Cation of Premiums to Installment 
United States Tobacco Company ARTIST SSS eee es | ‘ : , e ’ Selling.” 
will add five stations to the net-|Smart Lettering, aesern Aer STOCK CUTS dinah Club, Chicago. 
4 : : 6s . » | Designs, Color or Black and ee 5 ee av be F , : = es 
' work carrying “Model Minstrels, hooks full or part time arrangement. LITTLE BLACK AND WHITE CUTS May 23-36. Annual convention, . — 
thereby bringing the total to 54, the| Box 1735, ADVERTISING AGE, N, Y.| (inexpensive) add zip and verve to Toilet Goods Association, Hotel 
z “a is st ver used The half-hour text for rn Aga oe elre a ee Biltmore, New York. 
r iarges eve ° : oe Skilled public relations, publicity announ ements. louse organs q 2) Sune 1-3 heenend esarreniinn 
3 series for Model and Dill’s Best| craftsman, now employed by corpo- | te?s, et Pi a hl 7 a ™ + sol : - saci ’ 
é features Tom Howard and George|ration would consider new executive ce em She Volumes: | National Advertising Agency Net- 
— ‘ ; =H . lpost. Creative, realistic thinker. oO i cee (pets en pes ce 
; Shelton and is aired on Monday at| }ox 1736. ADVERTISING AGE, aed, | Ciena work, Park Plaza Hotel, St. Louis. 
= 8:30 p. m. Arthur Kudner has ad oe knocking! _ae 5 STOCK E HOTOS = = June a hnaieage ee ae 
7 ‘ -ho knows paper and graphic| >. aoa TCE nee sumer Relations Conference, - 
0 account. ee advettistan mw “anise available STO K PH¢ TOS — Several th us and 5 u 
4 las contact man, sales or advertising | SUbJects including Cotton Fields, falo, N. Y. 
3 , | manager. 14 years experience, uni- ee, See tees Metecny June 5-7. Annual convention, 
~ James O Flaherty, 51 800" aeeeese. married, salary) piras, Flowers, Live Sto k, Rivers, National Federation of Sales Ex- 
7 oe kee VE > ING 1+E. Chex Lakes, Boats, Trees, ictorials ane ee ES ae 7 , 
: | Box 1739, ADVERTISING AGE, Chgo. | G2n€t. | ‘Subjects——suitable for Adver- | ecutives, Bellevue-Stratford Hotel, 
f Founder of HELP WANTED _|tising, Editorial and House Magazine | Philadelphia. 
2 P TT: Advertising salesman With read exe ee eee eee ae *on| June 12-15. Annual convention, 
6 Bronx News, Dies ee eee ees rs. Plesse wive| approval. DOWN SOUTH PHOTOS, | Association of National Classified 
8 , full particulars. Germantown, Tenn, (Suburb of Mem-| advertising Managers, Hotel Sen- 
‘4 New York, April 25.—James Box 1731, ADVERTISING AGE, Chgo.|PhIs) ee eca, Rochester, N. Y 
; O'Flaherty, = eran ro the pe ggg Oe lertuar ee MISCELLANEOUS June 12-16. Annual convention, 
5 roi ved pg sai all ot ponies metropolitan New rere district. YOU CAN USE THEM Too! Outdoor Advertising Association of 
% . “ie tyne ' hi eath eivtietew a iggy OE aa * feta” cine. your business needs these wonderful America, Hotel Pennsylvania, New 
4 on 1 eve O us WW ay. education. business builders. Let us eee yen York OU know that detours are 
9 He was publisher of the Bronx] Box 1737. ADVERTISING AGE, N. Y.| how other firms are using PHOT : a . <r 
2 - : : : " as ——— — ——|AD-CARDS to their advantage. June 12-17. Annual convention, 
.5 Home News, which began in 1907 as|_ CREATIVE ADVERTISING MAN |“UR bie ARTS PHOTO SERVICE eee Memes Peo always irritating, generally 
o in advertising handbill for Bronx | Exceptional opportunity for experl- | phird & Market, Hamilton, Ohio iene gig ls —" ’| costly — and sometimes the 
4 d : t t : " d t b enced $e yap = , anv — ——___————- | Westchester Country Club, Rye, 7 
epartment stores and grew tO bDe€/;man with well-established, rapidly EXTREMELY LOW Cost : 
1 a daily paper with a circulation of growing drug concern; must know nets Geman “hemes tiem wont N. Y. ; cause of serious loss 7 Why 
, ploy Bo ; ' how to write copy that sells and how | Process ee vout. necessity. of. costly| June 15-17. Annual convention : : 
1.6 over 100,000. to test to prove it; man who has the|copy’ without, necessity of costly : 7 , ’| suffer these handicaps in 
).7 The paper was started by Mr “common touch” in copy and ideas typesetting and cuts, ; - Southern Newspaper Publishers de 
, 9 Bed pal ees Poss y ‘|Ineeded; must have proven’ back-| Perfect for all sorts of illustrated ad- Association, Chamberlain Hotel, Old your printing or other produc- 
e O'Flaherty as a four-page weekly | ground and understand promotion and|vertising material, bulletins, broad- . : 
8 3 pag y cat agrams, | Point Comfort. V . 
~~ published in a wooden shack. the merchandising thoroughly; sell your-| sides, testimonials, charts, diagrams, oin omtort, a. : tion needs? Why have your 
V6 : ‘ “gle ‘ - 4 | self in letter including specimens of | ete., ete. June 16-18. Annual convention, t t lly det d 
attic Of which was e publishers| what you have done; salary commen- Short runs no penalty. tila : . , rinting continua etoure 
8.2 home. The staff then consisted of |Sutate with your productivity. Any size can be, furnished. Advertising Distributors of Amer- P 9 4 
3 Shen : as Box 1740, ADVERTISING AGE, N. Y. 500 COPIES (8%”x11") $2.63 ica, Hotel Shelton, New York. —one place for engravings, 
" four men. One of the original quar- “REPRESENTATIVE AVAILABLE | Additional hundred copies only om June 18-22. Annual convention 
nig tet. J itzms: ice. ic i »j | Quantity buyers allowed discount. fie: : * wy - i 
29 sii aan iurice, is still circu PUBLISHER'S REPRESENTATIV E,| Send for free informative book. Advertising Federation of America, another for type-setting, oe 
3.3 ‘ anager. Chicago, 18 years experience and in- .  % eS ‘ . ic > 
‘8 Five years after the paper was| timate contact with middlewest in: — ee pe bale nergy en ger . where else for presswork? . . . 
— : “- | dustrial ace s, available ar rained salesm: ri 8 Ne -29. P : , ; 
36 born, Mr. O'Flaherty expanded it — oe Reecente available on pa York City and Metropolitan Area. Just une ‘ nnua conven lon When you put selling vehicles 
2.1 to a semi-weekly, and two vears! Box 1732, ADVERTISING AGE, Chgo. \phone WAlker 5-0526. No obligation. International Association of Display . 
+ later he began i dha AP ost — —_— ——————— === | Men, Hotel Astor, New York. on the straight, smooth, fast pro- 
&.5 ate @ ns en — — ; 
ages ; ii June 25-30. Annual convention, ; —Fai in-] — 
0.0 | a week. The paper became a daily|member of the advertisi: g depart- Ne Jerse Copy seats Aiuactaan Cake haede. duction route—Faithorn 3-in-l 
2 7 1922, and included a Sunday|ment of Universal Atlas Cement W 4 tion, Oakland. Calif you avoid all detours. Your jobs 
’ edition. Company, Chicago, died suddenly ’ >: ; 
3.9 P pany, 0, : N July 10-13. Annual convention, ; arrive on 
. owing moving to the Bronx and|late Saturday night in Jackson ets . National Association of Broadcast- wetadrigmderetaghins 
1.7 starting the Home News, Mr. O’Fla- Heights, Long Island. Though he Tourist Inquiries one Aubemedes sted Abteniic schedule — clean and hand- 
9.3 herty was a reporter on the old] lived in New York for the last five City some, fit to carry your sales mes- 
Hy! Daily News here. He later became| months, Mr. Webster was a long- Atlantic City, April 26.—The Sept. 11-14. Annual convention, th h You'll ' 
5.5 associated with his father as adver-| time resident of River Forest, Chi- | $100,000 tourist campaign launched Steaua Aduesiions Anmslaiien sage wit onor... roull ge 
9.5 using representative for a number | cago suburb, and was widely known|in January by the New Jersey Royal York Hotel, Toronto. convincing testimony if you write 
5.6 of suburban publications. in Chicago advertising circles. Council has already netted 12,000 Sept. 12-13. Annual convention,| yg for the names of executives 
81 ed Before joining the cement com-| inquiries, R. C. Maddux, director of Association of National Advertisers, 
+7" WEBSTER TAKEN pany 16 years ago, Mr. Webster was|the council, told the New Jersey| pe Homestead, Hot Springs, Va. we serve and samples of the 
14.2 , New York, April 25.—Albert E. | active in social service and juvenile | State Hotel Association convention Sept. 20-22. Annual conference productive work we are doing 
TK Vebster ‘ P 2 . re . . ore : . , : P 
1.2 ster, 59, for many years a|welfare work. He was formerly a|here today. a National Industrial Advertisers As- 
4 newspaper reporter. Mr. Maddux said, “We are trying sociation, Hotel New Yorker, New 
15.7 ~aa to sell New Jersey as a place to York 
18.8 HOMER McKEE spend a two-week vacation or as a Sept. 27-29. Annual convention For meay yoere 
171 LOSES WIFE place from which to make occa-| nirect Mail Advertising Associa- Finchley has 
-¥ Chicago, April 25.—Mrs. Homer | sional visits to the New York fair. tion, Roosevelt Hotel, New York. used — 
“25 McKee, wife of the co-manager of | We are not attempting to stimulate Oct. 1-4. Annual meeting, Mail 3-in-one complete 
3.7 wi i ‘ i business at the fair, however.” err ias , ar service. You, too, 
-3.7 Erwin, Wasey & Co., died last night | business ¢ ar, —— Advertising Service Association, ean sew enter ite 
30.5 4 after a long illness. Mrs. McKee| The New Jersey campaign is cur-| pote) Astor, New York. mneue ebemiense. 
17 Frequency Discounts On was the mother of Robert McKee, rently TURNING In six Magazines and Oct. 2-3. Annual Boston Confer- « 
168 Your News a er Schedules account executive of Erwin, Wasey | will be extended May 1 to include ence on Distribution, Hotel Statler, 
5.8 pap & Co., and R. C. McKee, assistant | newspapers of 26 cities east of the| Bo ton, 
=33 | Piso et _s ot ie advertising manager of the Stan- Mississippi and north of the Ohio Oct. 19-20. Annual convention, 
AY nols and GE -, Now ry a. dard Oil Company of Indiana. river. Audit wroingge Ban Circulations, Ho- 
f ng dailies in these two states give y« 9 tel Stevens icago. VING 
15.0 give you e ’ g FINEST ENGRAVI 
Frequeney Discounts as high as 10% on DUDLEY PIERCE DEAD My ; } 
+0.8 | the gross billing on national advertising Roch N ; Kirk Joins Ellis ’ FINEST TYPOGRAPHY 
wT run in compliance with the standard oc ester, N. Y., April 25.—E. Myron Kirk, formerly in charge Returns to “Boone” FINEST PRINTING 
+ 5.8 | & I Frequency Discount Schedule. Dudley Pierce, 55, display manager|of sales for Famous Artists, Inc., ; a hich eeciamed 
| You deal directly with each paper of Sibley, Lindsay & Curr Company, Hollywood, and previously vs it power Paso enn Poe Youcan use one orall,justas you wish, 
| '" scheduling or billing—so you can use || died here April 9. He was twice|president and radio director of| it operate Pre Y é '. al hut all ase have, seadey to enave yon... 
om number of papers you desire and president of the International As- Ruthrauff & Ryan, New York, has| International — vertising ervice Speed,economy,satistaction assured. 
; yous Creweney Dee + ~ from eac sociation of Display Men joined Sherman K. Ellis & Co., New| has changed its style to Rodney E. 
t sed. ri oday for your copy § é é I 5 : : A . eee nel . ais 
the Frequency Receeeaa Gehodele aaa “in York, as an executive in the radio| Boone Organization. It is national 
' details on the I & I Group Plan. || G wr RUSK PASSES department. advertising representative of Hearst FAITHORN 
‘Seah. P , —__——_— newspapers. 
Dail N L Philadelphia, April 25.—Charles derbie & Rub iti 
Wy Newspaper League || w. Rusk, for many years a member | 10 Van erbie upens Time Finder Card Bows CORPORATION 
e. of Illinois | of the advertising department of the| |, 59° Sowav has spoeinted Van-| National Brosdeasting Compan Telephone Wabash 7820 
401-02-03 L : | Proctor & Schwartz Electric Com- tling Company has appoint 7) ee ee g i $ ny 
-02- eland Bidg., Springfield, Ill. || derbie and Rubens, Chicago, to| New York, has issued a pocket-size 804 SHERMAN STREET 
lowa Daily P ee | pany, died unexpectedly Saturday |} ndie its advertising campaign in| Time Finder card, which shows the CHICAGO 
way aily Press Association ae Mr. Rusk, who was 57,| Milwaukee, which will begin May | time in 144 cities in relation to each 
405 Shops Bldg., Des Moines, la. | was prominent in Philadelphia ad-/15. All Milwaukee radio stations other during the 1939 daylight sav- DAY AND NIGHT SERVICE 
ae | vertising organization circles. will be used. ing time period. 
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In the last 12 months Chicago Tribune 
circulation has climbed over 50,000 — 
a bonus circulation greater than the 
number of families in cities the size of 
Youngstown, Grand Rapids or Hartford 


VERAGING more than 900,000 net paid, 
A Chicago Tribune total daily circulation 
during March broke all records for any 
month in history 

The gain in March was more than 50,000 
over the same month last year—90,000 
over March two years ago—and 140,000 
over March five years ago. 

Each month for 37 consecutive months 
Tribune total daily circulation has regis- 
tered a gain over the same month in the 
preceding year—adding new thousands of 
families who look to the Tribune for news, 
entertainment and—buying ideas. 

The Tribune is Chicago’s own. It is the 
medium read, quoted and bought from to 
a far greater degree than any other avail- 
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STEADY GAINS FOR 3 DECADES! 


Chicago Tribune daily total net paid circulation—1909-1919-1929-1939 


LL 


MARCH 1909 MARCH 1919 


able to advertisers. No other gives such full- 


market coverage . . . practically as many 
metropolitan Chicago families, for instance, 
as are reached by any two other Chicago 
newspapers combined. 

When you advertise in the Tribune you 
make the most efficient use of your budget 
today ...and you buy in a medium which 
is steadily advancing its position. Examine 
the record for the past 10, 20, or 30 years, 
and you find the line of Tribune circulation 
mounting higher and higher. 

To get more business now . . . and to 
build solidly for the future . . . build your 
Chicago advertising program around the 
Tribune. Tribune rates per 100,000 circula- 
tion are among the lowest in America. 


MARCH 1929 


MARCH 1939 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


AVERAGE NET PAID TOTAL CIRCULATION NOW 
OVER 900,000 DAILY—OVER 1,100,000 SUNDAY 
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“PHOTOGRAPHIC REVIEW gameen 


OF THE WEEK 


SOUTHERN GENTLEMEN TALK IT OVER 


APPEALS TO THE WORKING MAN 


“tas 
eo gw Wars mar doemctheng for thie wer dmaghier?” 

Yes Dect IOs a John Hancock readnstment pikes Yoda Catia nee insarance 

man before I had to call vou.” 

Yea re smart, veung mon 4 meuther and child need Fmd priaion. Td to more 

loose may facets wither: it than [d travel thee reuters realy eithent @ spire tire.” 


} ven family man weeds fife insurance for read-" — tieing an a reduced income or for arranging to re- 
justment. Whether ia is all the protection be place the dreadwinner’s earnings with their own. 
owes, of simply one polity in a complete hfe 
insurance program, it is Jiktly to be the most 
important factor ip Mt familys financial future— 


if they ever Mave to ge along withoot him. 


A ae 


waar Does —Aecznc@V/H0CS- MEAN AN A BE 


G SO BEER & a frendly bewctage —cheerung 
heart-~vurmeng, dependable. les friend 
ness os twotold ft ts friendly to yout taste and 
fhamily to your digestion 

Horh hunmds of triendtiness ate a sign of tine 
ingredtents—of careful, expert brewing of 
lony, pancnt aging 

Atlant Geet ipo fnenctly Seer. bt has char 
acter und pomonaliry ot wha h you de mat tire 
mach, full txatied, dry dawor, drs aman, fully 
npe beet meiiawed by dong agiog do coe ume 


SS STS 


Try a boule of friendly Arlanri Beer moday. 
Pour yourself » golden glassful and nate its 
pale, clear amber beaury, lev apor ble, its deep 
creamy head 

Taste ats sansiying favor the sebustness of 
fine barley malt bulenced te perfection «ith 
the rety cang of chudeest hop 

Good OR Aciantic Bigar bs brewvatiahe som ¢<- 
penetwe way — yee i cogmmamly ten cents a bortic 


We challenge angers, anywhere, 2 brew 


Fe 


ER? 


Revion dramatizes its “hand of fashion” 
in this new window display, which has 
been produced by Einson-Freeman Com- 


pany. 


CUTS WEDDING CAKE 


termi’ cellars ~frendiy to your Jigettban, @ better bert at ayy price. 


jue NTLANTIC eee 


Full of Good Cheer 
memes oF mu AMOUR ATIC Aut 


Jobe Hiencock readjustment plans are designed 
with the idea of providing an essential “breath. ep PCT 


Cony O. Con, Preetdent 


img space” for a farmily—time to prepare for 


Marking the “marriage” of Farm Jour- 

nal and The Farmer's Wife, staff mem- 

bers of the publication recently feted 

Graham Patterson, publisher, at a 

“wedding luncheon'’—just to make the 
ceremony legal. 


MORE CAMERA FLASHES FROM NEWSPAPER PUBLISHERS' ANNUAL CONVENTION 


JOHN HANCOCK MUTUAL LIFE INSURANCE COMPANY | 
Current advertising of the John Hancock Mutual Life Insurance Company, Boston, 


in six national magazines makes a strong bid for the working man's attention in 
dramatizing human interest situations. Livermore & Knight Agency is in charge. 


SAN DIEGO SPEAKS 


ay 


ATLANTIC COMPANY + sheen ot ALARA 


Atlantic Company builds its advertising campaign around a series of pertinent 
questions, each emphasizing an important sales point. (Story on Page 6.) 
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Fred A. Glover, business manager Gannett Newspapers, blows into town for 
the big show. William Mathews, Tucson Star and Hilton Brown, Indianapolis News, 
find things pretty amusing. Human chessmen on the Waldorf's marble floor (left 
to right): J. Frank Duffy, Gannett Newspapers; H. G. Stutz, Ithaca Journal; E. C. 


Hewes, Danville (Ill.) Commercial News; H. W. Cruickshank, Gannett Newspapers; 
Herman G. Halstead, Paul Block Associates; and Frank Tripp, Gannett Newspapers. 
L. J. Van Laeys, Wilkes-Barre Record, and John A. Hourigan, Wilkes-Barre News, 
find a quiet corner to discuss the merger in which their papers are involved. 


; A skyline thet bespeaks 
omple teciites for» modern 
metropalitas Gatrct «greet 
landlocked harbor bor shuppeng 

and commerce one of the 
worlds lowelest munrcipal 
perks, prowdeng « 1@00-scre 
subtropical setinag for a wide 
diversity of recreatonal end 


og ef! other Calilornis 
communes and even « 
quant cld borengn lend only 
munutet awey ore « lew of 
the major intluences leadin: 

color end charm to Sea 
Diege, «here life ix better 


Bloo Schleppey, Indianapolis Newspaper Publishers Association, chats with 
Mrs. John Paine, of Houston, Tex. Ink flowed freely all week at the registration 
desk. Among those seen from the balcony are (beginning with second from left 
and moving right): M. D. Tyler, Boston office of the New York Herald Tribune; 


R. B. Miller, Battle Creek Enquirer-News; R. R. Harrison, Christian Science Monitor. 
About to enter a morning session; Raymond B. Bottom, Newport News Press and 
Times, and Carl B. Short, Roanoke Newspapers. Two Canadians stay close together 
in the big city: Fred L. Tate and Wilbert S. Moxon, Toronto Star. 
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cining the numerous tourist promotion 
odies that have been reaching out for 
portion of increased fair business on 
oth coasts, the San Diego California 
Club has launched a magazine and news- 
Peper drive emphasizing both the tour- 
* and commercial attractions of this 
“egion. Copy will also persuade visitors 
© the San Francisco fair to include San 
“ego. Copy shows a combination of 
old charm and modern city life. 
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Verne Marshall, Cedar Rapids Gazette, and JS Gray, Monroe (Mich.) News. 
Major Raymond B. Bottom, president, Virginia Press Association, with John Dana 
Wise, Richmond Times-Dispatch. James E. Stiles and W. C. Fowley, Nassau Review- 


Star, Rockville Center, N. Y., find a breathing spell between sessions. Paul A. 
Martin, Lansing (Mich.) State Journal, gives Philip T. Rich, Midland (Mich.) Daily 
News, the gled hand just before they get down to convention business. 
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The above map shows the thrée sections of the world that are United States . . 776 
covered by the three daily editions of The Christian Science Monitor, Cenede ..... 71 
and the figures indicate the number of retail food advertisers in each British Isles . . . 297 


ther O . 210 
section. (Based on 1938 statistics.) ae See 


With such a dealer showing, no wonder the Monitor is a good advertising medium for the ; 
food manufacturer. Here he can advertise in the same newspaper used by hundreds of his 
dealers . . . hecan build sales through these stores and in addition develop new outlets : 
for his product among other stores that use the Monitor. 117 food manufacturers advertise f 
in The Christian Science Monitor. We shall be glad to tell you who they are and show you Ee 
how Monitor-advertising retailers back up the campaigns of these food manufacturers with 5 
tie-in advertising. Any of our advertising offices named below will gladly send a repre. “we 
sentative to see you. i 
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THE CHRISTIAN SCIENCE MONITOR 


A DAILY NEWSPAPER FOR ALL THE FAMILY 


Published by The Christian Science Publishing Society, One, Norway Street, Boston, Massochusctts 


NEW YORK OFFICE: 500 Fifth Avenue : 
OTHER BRANCH OFFICES: Chicago, Detroit, Miami, St. Louis, Kansas City, San Francisco, Los Angeles, Seattle EP 
London, Paris, Geneva no 
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